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STEEL & ‘WIRE COMPAN 
SL FENCES AND WIRE PRODUCTS 





; i lasgteteg Fences 

Steel Fence Posts 
American Steel Gates 

Protector Poultry Fence 


i Union Lock Poultry 
Fence 


Banner Poultry Fences 
Poultry Netting 
Nails Staples 
Barbed Wire 


Wire of all kinds ; 
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THESE FAMOUS PRODUCTS 





~~ 








For the Carpenter—The Mechanic—The Householder. 
A complete line under one famous brand 
with a popular demand. 
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< \ “A jobber’s first duty is to f~ 
\ help his customers prosper” / 

\ Basic principles ae 
remain the same thru the ages. 
This one has lived for 67 years. 

» » » » 
Our 1930 Sales Promotion Plans 
are at your service. Give us an 
opportunity 
to help 
you. 
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“The Recollection of Quality Remains 
Long After The Price Is Forgotten’”’—E. C. Simmons 
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Helping Build the Modern City 


For 60 years Vaughan’s Hammers have helped 
to build those structures out of which has been 
developed the present brilliant era of towering 
skyscrapers of steel and stone. 














And today, it would be hard to find a building 
of any importance to the growth of a city in 
whose construction the forged-in strength of 
Vaughan’s Vanadium Hammers has not been 
an important factor. 













They are known, used and treasured as fine 
tools, the country over. 





VAUGHAN & BUSHNELL 
IMANUFACTURENG COMPANY 


2 xs @ Fume Moats 
2114,Carrotl Ave., Chicago, AtUcwsa. 
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HOUSANDS of men who buy wrenches 
know and identify the genuine Walworth 
Master Stillson by its characteristic red 
handle. 


Perhaps they also know...and, again, perhaps 
they don’t ... that these new Master Stillsons 
have tougher, heavier teeth and are stronger all 
the way through than even their genuine pre- 
decessors, due to the new process of heat treat- 
ment that only Walworth uses. 


At any rate, these are points that your sales- 
men will find it effective to use to clinch sales... 
once the red handle has caught a customer’s eye 
and told him that the Stillsons you sell are gen- 
uine, and no mistake. 


WALWORTH COMPANY 
GENERAL SALES OFFICES: 
51 E. 42nd Street, New York 


Walworth Company Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


..- Distributors in Principal Cities of the World... 


WALWORTH 


Walworth Internationai Co. Distributors in Principal Cities of the World Walworth Company Limited 
Foreign Representative, 11 Broadway, WN. Y. General Sales Offices: 51 E.42nd St., New York 620 Cathcart St., Montreal, P. Q. 


MASTER STILLSON 


The GENUINE is 
always known by 
its RED HANDLE 
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— Again in 1930 






The Eclipse Model “H” 
has patented “Goose 
Neck” bar adjustment, 
heat treated tool steel 
blades, adjustable ball 
bearing reel, self-sharp- 
ening device, ten inch 
wheel, hard maple 
roller — a_ beautifully 
finished, quality - built 
mower that will sell 
and satisfy your most 
particular customer. 














Eclipse enters the new year with a flying start—-The great 1930 
Eclipse line has nothing but success behind it—and ahead of it. 
More dealers have joined Eclipse for 1930 than ever before- 

and these dealers have demonstrated their confidence in Eclipse 
by placing orders for more mowers than during any period 
in our quarter century of business. 


This consistent gain in popularity is not surprising, however, 












tn WBopu 












mS 


because the Eclipse Line answers the demand for quality as 
well as price with eight sure-fire sellers—a model for every 
mowing need. 


Why not let this great Eclipse Line make money for you- 

more money with less effort on your part? If you are not 

familiar with the Eclipse Plan of Direct and Exclusive Selling 
write today for complete details. 


Eclipse Machine Co., Dept.—(HA) Prophetstown, Ill. 
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do you know 


WHY THERE'S 
A DIFFERENCE 


in HACKSAWS 


EVERY MAN who has used hacksaws knows there is 
a vast difference regardless of design or type. Few me- 


chanics, however, know just why some saws sing thru 





. . . od . 
*uiclliesinieekalepiaiintideeiatiie a piece of metal in a clean, straight line while others 


design may be noticed the moment you make hard work of a job that should be simple. 
pick it up... BALANCE . . . that invisible ‘ , 
‘ilies dink ihine tithes tnales In two minutes, George Mitchell, an old, experienced 
tool. A well-balanced hacksaw works with mechanic, will tell you what the difference is and how 
you; saws easier, quicker, better. This i 

Crescent Saw has balance. Always try the it affects hacksaw performance. 


‘feel’ of a tool before you buy it. 





Another common hacksaw fault is 
due to poor construction of minor 
parts. Notice the blade fittings on 


this Crescent Saw... screw ma- 





chine cut and accurately fitted. 

















That means the blade always sets square in 
the frame and therefore cuts better and re- tree mage 
“And here’s one reason why some saws cut a te: ape ae eae Sect. * ov —- ait ‘ 
straight and true without effort, and why “Notice the handle... all steel and unbreak- cregpnangal ina 
others don’t at all. Look at the frame. able, but in addition naturally shaped to fit the position handles, 60c 
Remember that a tight blade is necessary hand and cleverly located so as to automatically ch tae 
and that means tension. A good frame produce sufficient sawing pressure.” 


should be reinforced where tension strain 

centers. If not, it bows, and just try to cut 

inlitiab aac. CRESCENT TOOL CO., JAMESTOWN, N. Y. 
Cable Address -“ CRESCENT” 














CRESCENT #85./ TOOLS 























U. 8S. Poultry Fenee is the only poul- 
try netting advertised nationally 
to the ultimate consumer........ 


AGAIN--IN 1930 


a - Mae § Poultry Fence Advertising 
will bring new customers to your store 
and put money in your cash register. 









.... Leading Farm and Poultry publi- 
cations, read by millions of potential pros- 
pects, will broadcast the urge to buy 


this modern netting from the DEALER. 





— 






on 


-« & 
ee 
— 






.... Dealers everywhere are reducing 
inventories, cutting costs and increasing 
sales by stocking U. S. Poultry Fence 
exclusively. Its superior straight-line con- 
struction, its many recognized advantages, 
and its economy, already have made it 
the fastest-selling netting on the market. 











.....U. S. Poultry Fence is sold only through 
the regular wholesale and retail trade. If you 
are not already taking full advantage of our 
co-operative selling and advertising policy, let 
us urge you to start now! 










.... Insist upon the original! Ask your job- 
ber, or write direct to us for complete infor- 
mation and a miniature sample roll! 


Indiana Steel & Wire Company 
Muncie, - Indiana 
MANUFACTURERS OF 
IMPERIAL Farm, Poultry and Lawn Fence, 


Steel Posts, Gates, Flower Border, Trellis and 


US Poultry Fence 


‘She Netting Shai Siands 
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“The. 
ARCHITECT 
AND ENGINEER 
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Arts MAGA E 














THE STANLEY WORKS--- THE 


New Britain 


STANLEY 
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ear after year Stanley Advertising is con- 


‘il stantly reminding your customers of the 
quality and advantages of Stanley Hardware 
and Tools. Plans already made for 1930 mean 
a bigger program of dealer help than ever. 


Stanley dealers in 1930 will receive the 
full benefit of these sales helps - - adver- 
tising, window displays, open table dis- 
plays, circulars, booklets - - everything to help 
you sell more Stanley Hardware and Tools. 


\'STANLEY SW Y STANLEY 
, HAMMERS |] f RULES 
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STANLEY RULE & LEVEL PLANT 


Connecticut 


HARDWARE &TOOLS 
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New/ 


SHARPE 
Telescoping, || Gauges 


To determine quickly internal measurements + 
which are ordinarily hard to get, Brown & i 0 
Sharpe announces these new Telescoping i * 


Gauges. 























The telescoping head of the gauge is com- 
pressed and inserted in the hole or slot to be 
measured. Plunger of the head will expand 
to exact size. Head is then locked by a turn 
of the knurled screw at the end of the handle. 
Gauge is removed and measured with a mi- 
crometer. 


The complete set consists of one handle with 
five different gauges to give a range from 14” 
to 6’. Well constructed and accurate, these : a 

1 ti baal Send for descriptive circular on 
gauges are real time savers for inside measur- he ey No, OO. Bren & 


Sharpe Mfg. Co., Providence, 
R. 1. 
BS 





ing. 


Brown & Sharpe Tools 


“WORLD’S STANDARD OF ACCURACY” 
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on't go through another summer... 





A plan that opens your eyes to 
new possibilities . . . in Fan Selling 


You'll want to see this new Minute Man Plan to help you 
sell Westinghouse Fans in more profitable volume in 1930. 
You'll recognize the merchandising possibilities in the ad- 
vertising and sales helps that are a part of the plan. You'll 
appreciate the sales value that lies in the development of 
the action-impelling campaign keynote. . “Don’t go 
through another summer without a Westinghouse Fan.” 

The Westinghouse Agent-Jobber or District Office repre- 
sentative can show you the new and improved Westing- 
house Fans and explain the Minute Man Plan to you. Ask 


him about it. 


WESTINGHOUSE FANS 


without a Westinghouse Fan Contract 


WESTINGHOUSE 
ELECTRIC 









A NEW $5.00 
FAN to widen 
the circle of fan 
buyers. 


This new Westinghouse Fan will 
sell in big volume itself and will 
help to increase the sales of every 
other Westinghouse Fan you 
carry. The $5.00 price carries a 
big appeal that will develop 
new buyersand bringin prospects 
who will want higher-priced 
Westinghouse Fans. This new 
fan is an 8-inch, non-oscillating, 
single-speed model with an 
attractive black crackle finish. 














hN 


| 
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+: ee OF THE 


OLDEST BOLT AND NUT 
MANUFACTURERS HAVE 





\ =4 4] = DI ot @) 8. 
A GREATE 


PERVIGE 


The Lamson & Sessions Company, founded in 
1865, and The Lake Erie Bolt & Nut Company, 
founded in 1852, have combined their 141 years 
of bolt and nut making experience in a merger 
that creates an organization manufacturing the 
most complete line of bolts, nuts and cotters in 
the world. 








Combining the resources of capital, plants and 
personnel, the new company has much greater 
facilities in engineering experience and production 
capacity, and the same high quality will be 
maintained. Larger stocks and a more complete 
assortment at each of the six plants assure you 
of even prompter service than before. 


THE LAMSON & SESSIONS COMPANY 
CLEVELAND, OHIO 


THE LAKE ERIE BOLT & NUT COMPANY 
CLEVELAND, OHIO 


AMERICAN BOLT COMPANY 
BIRMINGHAM, ALA. 














BOLT & NUT 
PLANTS JOIN 
IN MERGER 


Lake Erie and Lamson & 
Sessions to Combine Bus- 
iness Totalling $10,- 
000,000 a Year. 


Two old companies that have been 
making nuts and bolts for more than 
64 years have agreed to merge, it 
was announced yesterday by George 
S. Case, chairman of the Lamson & 
Sessions Co., and Norris J. Clarke, 
president of the Lake Erie Bolt & 
Nut Co., after directors of both con- 
cerns had agreed to the plan. 

Merging of these companies, which 
do a combined business approaching 
$10,000,000 a year, will bring together 
a combination that will round out the 
business of each in a manner so that 
a minimum of plant expansion will 
be required to give the consolidated 
company a complete line for all 
branches of the trade. 

In 1921 Lamson & Sessions pur- 





chased the Falls Rivet Co. of Kent] 


and in 1926 acquired the business 
of the Kirk-Latty Manufacturing Co. 
of Cleveland, making it one of the 
largest manufacturers of bolts, nuts 
and cotter pins in the country. 

In August this year the Lake Erie 
Bolt Co. expanded its operations by 
acquiring the American Bolt Co., the 
largest maker of bolts and nuts in 
the south. 

The Lamson & Sessions Co. started 
at Mount Carmel, Conn., in 1865 as 
Lamson, Sessions & Co., a partner- 
ship. It was moved to Cleveland in 
1869 and in 1883 incorporated under 
Ohio laws as the Lamson & Sessions 
Co. Records show that it has paid 
dividends without interruption for 40 
years. 
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Unusual Mitre Box Value 


When a Mitre Box is so well made, so easy to set, holds 
work so rigidly, and insures such accuracy as the Perfec- 
tion Mitre Box, it explains why so many have been sold 
during the past twenty-seven years. 


PERFECTION 
Mitre Box 


is a favorite with carpenters, wood-workers, mechanics, and 
home owners, because it meets every requirement and is sold 


The 


at a reasonable price. 


Built of selected hardwood and special steel to give your cus- 
tomers the longest service possible. Attractively finished. 


Your Jobber will supply you. If not—write to us and we will 


refer you to the nearest Jobber who will. 


Send for Tool Catalog. 






UTEP TET HARDWARE COMPANY WHYHWeyeyeyy 


Reg. U. 8S. Pat. Off. 


Torrington, Connecticut 


New York Office: 151 Chambers St. 


ESTABLISHED 1854 INCORPORATED 1864 


i“ 
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Four aces are “good” in most any kind of a game— 
and here are four tools that are aces for building 
winter business. 


The reason is this: When your window display, or 
your newspaper advertising fea- 
tures these tools, you are starting a 
demand that can only be satisfied 
in a hardware store. 













Chicken House 
or Barn Floor 
Scraper—as nec- 
essary to the 
farmer as a tire 
pump to the au- 
toist. 


The What-Not Shop and Specialty 
Store that is getting a lot of busi- \\ 
ness that should go to you on other 
lines, does not handle True Temper 
Tools. 


Manure Forks— 
as necessary to 
the farmer as a 









‘ 


Therefore, why not feature these 
four tools for which there is a 
steady winter demand, and draw 
customers into your own store in- 
stead of letting them get away 
across the street or around the 
corner? 


gun to the 
hunter. We have 
several types. 








Ensilage Fork— 

as necessary to 

the dairyman as 

line to a fisher- 
man 


GARDEN SET | 








bani 
! 


}}, I 


THE AMERICAN FORK & Wy) 


HOE COMPANY 





Sidewalk Cleaner 
as necessary to 
the homeowner as 


coal to a furnace i 
H True Temper Tool Display Stand—as 
General Offices—Cleveland, Ohio necessary to. the hardware merchant 
as bait to a fisherman. e furnis 
Makers of Farm & Garden Tools for over 100 years. it free. Write for our offer 





IRUE TEMPER F482"? TOOLS 
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For Homes That Want 
The Highest Grade Wire Cloth 


Not a single complaint in over 35 years. That’s 
the record of WICKWIRE BRONZE Screen 


Wire Cloth. 


This brand is made for customers who seek the 
best. It is ABSOLUTELY RUSTLESS—not 
affected by salt air, acids or gases. 


Made from a special alloy of 90% Copper and 
10% Zinc. The Zinc acts as a corrosion resister 
and also supplies the required tensile strength. 
Only FULL GAUGE wire is used. 


We control every operation from raw material 
to finished product in making WICKWIRE 
BRONZE. You cannot sell a more satisfactory 
brand. 


Furnished in 14, 16 and 18 mesh wire, in even 
inch widths 18” to 48”. 100 lineal feet to the roll. 


Lewis Bros., Ltd., Montreal—Canadian Distributors 





WICKWIRE 
BRONZE 
Withstood the Test 


During the construction 
of the great Panama 
Canal, WICKWIRE 
BRONZE Wire Cloth 
was put to a severe test 
against the germs of the 
Yellow Fever Mosqui- 
toes. 


It withstood every test 
and was so thoroughly 
satisfactory that the En- 
gineers of that wonder- 
ful canal adopted it as 
the Standard. 


Our Other Brands Screen 
Cloth 


Cortland Black Enameled 
Cortland Gray-Wick 
White Metal Finish 

Wickwire Premier 
Wickwire Copper 
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HE demand for CLAY 

Driers grows! 1930 will 

see sales take another up- 
ward bound. Nation-wide desire 
for more beautiful home sur- 
roundings—means that thousands of homes are throw- 
ing out unsightly clothes poles and replacing them 
with CLAY Portable Driers. Magazines, newspapers 
and the radio are all behind the home beautifying cam- 
paign and Clay Dealers with the best-known line of 
Driers—with the line that has been continually 
































Sunshine 
Driers 
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TIMES HAVE 
CHANGED 


No longer is the back 
yard a jungle of clothes 
poles—props and sagging 
lines. The changing 
times have brought the 
new yard — with its 
charming shrubs and 
flowers—with its vel- 
vety lawn. CLAY 
Clothes Driers are a 
definite part of the new 
yard. 





nationally advertised in the best 
women’s magazines for years— 
are cashing in on this huge de- 
mand. Easier sales than ever in 
1930. And a good many in the 
CLAY line, too. Best of all, is the matchless quality of 
CLAY Driers. 135 feet of the best line—all castings 
are malleable—galvanized and varnished to resist rust. 
Braces are of angle iron, arms are of selected straight 
grain Norway Pine. For profits—customer acceptance— 
service and satisfaction—stock Clay Driers this year. 


Clay Equipment Corporation 


Department HA-130 


Cedar Falls, Iowa 


Leading Jobbers everywhere 
sell CLAY Driers — Ask 


yours or write us. 
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SNS 
LOCKS 


AND FINISHING 
HARDWARE 








No question of the keen interest which exists today in the Early American 
school of architecture. Recognizing the sales value of this active demand, 
the Penn Hardware Company has produced an extensive line of finishing 
hardware in authentic Early American designs. Here are the finest examples 
from historical colonial sources reproduced faithfully in every detail. Each 
piece—made of white bronze, a nickel-copper alloy, in old iron finish—is 
absolutely rust-proof. Since 1877 the name Penn has been closely identified 
with fine design in building hardware. All Penn designs are furnished 
with Penn-made locks suitable for any and every requirement. 





oe . From home of John Latch from a pre- From house in South Escutcheonfrom 
The original from an early American Greenleaf Whittier, revolutionary  struc- Egremont, Mass., Moravian ‘‘Commu- 
. built 1760, Haverhill, ture in Pennsylvania. built in 1761 by J. nity’’ House. 1742, 

home un East Haddam, Conn. Mass. T. Tullar. Bethlehem, Pa. 


PENN HARDWARE COMPANY -: Reading - Pennsylvania 


BOSTON - CHICAGO - LOS ANGELES - NEW YORK CITY - PHILADELPHIA - SAN FRANCISCO 
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are made to satisfy the increasing and exacting de- 
mands for reliable products, that rigidly adhere to 
recognized standards— and have excellence well 
wrought in. AMERICAN brands assure you of this. 





Zi "ROOFING & SIDING > 


Quality-|A4- Service 


This Company is the lead- 4 Vf When maximum resistance 
ing manufacturer of Black, lavas =| to rust is a factor, specify 
Galvanized, Blue Annealed NG: i for Krysrone Rust-resisting 
and Special Sheets; and 4% Copper Steel. Proved by 
Tin and Terne Plates, for iz. . = ( time and weather. We 
every purpose. These are |= 3! *& recommend this material 
correctly produced in every , ges) for roofing, gutters, siding, 
detail—both mechanically dhs WE culverts, tanks, flumes and 
and metallurgically. Sold ALY _.. similar uses. Send for book- 


by leading metal merchants. a 7 || let Anti-Corrosive Metal. 











AE 3 American Sheet aad Tin Plate is BY 


General Offices: Frick Building, Pittsburgh, Pa. 
SUBSIDIARY OF UNITED STATES STEEL CORPORATION 


PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: 











AMERICAN BRIDGE ‘COMPANY CARNEGIE STEEL COMPANY ILLINoIs STEEL COMPANY THE seme STEEL COMPANY 


AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry Dock COMPANY NATIONAL TUBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 
Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. F£.«<pfort Distributors— United States Steel Products Company, New York City 


ERR Ae PE METRY it Ne Ee AE a ee 
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Western SuperX Field anaXpert Shells} 


and Western Lubaloy Cartridges 


It is not mere accident that WEsTERN 
Super-X, Field and Xpert shells and West- 
ERN Lubaloy cartridges have become so 
popular with shooters during the last few 
years. Each was developed to meet a 
definite shooting use, and each incorpo- 
rates exclusive features that appeal to 
ammunition users. 


WESsTERN is not only good ammunition—~it 
is also good selling ammunition, because of 
exclusive advantages that shooters want. 


Thousands of dealers have found that they 
can increase their ammunition profits by 
featuring this easy-selling line. There is a 
WesTERN jobber near you. Write for his 
name and a copy of the valuable new book- 
let, “Sales Helps for Western Dealers.” 


WESTERN CARTRIDGE COMPANY 
187 Hunter Ave., East Alton, III. 
Branch Offices: Hoboken, N. J.; San Francisco, Cal. 





World’s Champion Ammunition 


Printed in U. S.A 
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VENTUALLY, there comes a time when 
E it is necessary to tell a customer that he 

will have to look elsewhere for a water 
system. But occasions like this are few and 
far between for those who sell Myers Water 
Systems—the complete line for most any re- 
quirement up to ten thousand galions of water 
per hour. And when you pause and think it 
over, few if any are the demands throughout 
the year for water service beyond the Myers 
capacity range. 


' From the standpoint of broader sales activi- 
ties, increased business and better profits for 
1930, it remains to be seen that Myers Water 
Systems lead the way. There is no magic in 
this—two hundred to ten thousand gallons of 
water per hour turns the trick for progressive 
dealers. 


Write or wire. 


tie MYERS & BRO.¢co. 


ASHLAND, OHIO. 




















PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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ACCO CHAIN 
SPECIALTIES 


Coil Chain, Welded & Weldless 
Steel Loading Chain 
Log or Binding Chains 
Porch Swing Chains 
Hammock Chains 
Sash Chain 
Dog Chains 
Wagon Chains 
Plumber & Safety Chain 
Well Chain 
Trace Chains 
Heel & Butt Chains 
Breast & Halter Chains 
Repair & Lap Links 
Hooks, Cold Shuts, etc. 


ACCO CHAIN 











Made by the World’s Largest Manufacturers of Welded and 


Weldless Chains for All Purposes - - - 


AMERICAN CHAIN COMPANY, Inc., BRIDGEPORT, CONN. 
In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 
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_  MLCHEK cREATES — 
__ NEWTYPE SCREW DRIVER 
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D TRADE MARK D G. U.S. PAT. OFF 


Sells for 15c— Equal -in quality to many 50c 
screw drivers ... with these exclusive advantages 


as 
— 
vf 
a 
a 
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ANDLE ... Made from a new, tough, insulating 
product (no rubber to break or chip)... 
Moulded friction grip, can’t slip! No metal ferrule 
to cut, bruise or shock the hand ... THE BLADE 
. .- Made from spring steel, electrically tempered 
and bedutifully polished. 
‘ The Dura Driver is an outstanding example of 
Vichek’s modern production methods which raise 
_ quality by Laboratorycontrol, and lower price through 
tremendous volume. The enormous savings in making 
the Dura Driver in six operations, instead of 19 for 
the old type screw driver, make possible the unheard 
of price—15c! Ask your Jobber. Write’or wire. 


THE VLCHEK TOOL COMPANY 
CLEVELAND, OHIO ere © 1930. The Vichek Tool Co. 


15¢ 


A Quality Tool 
Merchandised 


in self-selling 
display carton. 
‘Packed in pop- 
ular assortment 
3, 4%, 6" sizes. 






“THE WORLD’S LARGEST MAKERS OF SMALL TOOLS” 


Tata wee ge Sena hoa ae 
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Faster turn-over— 
better profits 













































































Because no others have sales making features equal to 
these—dealers push W & B Lawn Mowers with extra 
profits—and owners push them with extra pleasure. 


1—Oversize pinions; hardened throw pawls. 
2—Automatic, self-adjusting ball bearings. 

3—Four square construction frame for constant alignment. 
4—Easily accessible cutter bar adjusting screws. 

5—Special wheel clips that eliminate cotter pins. 


These extra features, and the many others on W & B 
Lawn Mowers, do not mean that you must ask for— 
or that customers must pay—a higher price for this 
better line. But they do mean that you sell—and the 
owner gets—a higher quality. 


There is a style W & B Lawn Mower to fit the purse 
and purpose of every one of your lawn mower cus- 
tomers. Before you buy for Spring—look into the 
W & B Brand Lawn Mower line. 








R. Herschel Mfg. Co. 


PEORIA, ILLINOIS 


Branches: Omaha, Neb.; Minneapolis, Minn. 


PUTNAM & CO., 32 Howard St., New York, N. Y. 
BARNUM & STONE, Boston, Mass. 
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“ALLEN’S” 


is more than a name 














T is a pledge of quality and an Your customers look for the name 


index of value. It is a promise they know on every article they buy. 
of satisfaction that has stood, un- 


broken, for almost a century. 


- Allen’s Sole Strips 


Leather is no exception. 


for shoe repairing are the standard of worth in every section of the 
country. They are made from the choicest parts of the best packer hides, 
and tanned by experts especially for shoe repairing. 


Sold by 
THE UNITEDSTATES LEATHER COMPANY 
New York Boston Chicago St. Louis Richmond 


Selling Agents: 








McADOO & ALLEN L. H. NELSON & CO. 
Philadelphia San Francisco 
WEMBER 
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239 West 39th St. 








Spring Buying Number 


of 


~ HARDWARE AGE 


Published February 6,1930 


A merchandising reference number de- 
voted to the Spring Selling Season. 


Offers a constructive editorial back- 
ground for a representative dominant 
sales message, signalizing the opening 
gun of your seasonal promotion cam- 


paign. 


Advertising forms close January 27 
Your space reservation cordially invited. 


Current advertising rates apply. 


Hardware Age Red—$50 per page 
additional : 


HARDWARE AGE 


New York, N. Y. 
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In Aut THE WorR-p No OTHER Hack SAw 
SALES PLAN So EFFECTIVE AS SIMONDS 


“RED STREAK” Hack Saws, the higher quality Blades 
with the DISTINCTIVE TRADE MARK—the RED 
ENDandthe RED BACK EDGE, have 
the call. They are new and better hack 
saws that are dominating the hack 
sawing field.§ RED STREAK 
blades are known and demanded 

by mechanics in all lines where 
quality tools are used. 


These blades are backed 
by SIMON DS near cen- 
tury experience as edge 
tool makers, extensively 
advertised and recog- 
nized by their distinc- 
tive symbols — ik f: D 
KND for tungsten 
blades — RED BACK 
i DGE: for High Speed 
Steel Blades. 




































Stock this line and 
make hack saw 
profits count. 


Order from your JOBBER 
or ask him about 
“Red Streak” now 


Simonds Saw and 
Steel Co. 


“The Saw Makers” 
Fitchburg, Mass. 
Established 1832 16 Branches 


Factories 
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...the most popular 


Air Rifle ever made 







No need to tell the alert hard- 
ware or sporting goods merchant 
about the Daisy Pump Gun. 


Introduced to the trade over 15 years ago, it 
was the first air rifle to be made with the pump 

action, and it is still the only one of its type to achieve a 
record of successful operation—without question the world’s most 
popular air rifle. It was ‘a success from the day it first appeared and 
has sold in larger quantities than any other air rifle ever produced. Not 
only has it outsold any other air rifle ever made, but has met with the 
approval of experts wherever shown. 


Because it is the policy of the producers of Daisy Air Rifles never to 
stand still, we now,announce a new Daisy Pump Gun, which represents 
not a radical changé, but rather a series of refinements of this famous 





We Couldn’t Design a Better Air Daisy model. 
Rifle So We Improved This One 

Look over the new improved Daisy This new Pump Gun will be announced to the public beginning in February 1930 
Pump Gun, you will see all the features [In the American Boy, the Saturday Evening Post, and other magazines of nationa) 
that have made this gun the biggest circulation the news of this new gun will be given to millions of boys and their parents. 
seller in the air rifle field, also with 
other improvements Ask your jobber to supply you with this new Improved Daisy Pump Gun. If you 
1. New pistol grip stock following the have any difficulty in obtaining your supply, write us. 


lines of the latest high-power hunting 


2. oem sight with screw adjustment. DAI SY MANU FACTU RI NG COMPANY 


3. Shooting barrel greatly improved and 
Shooting bat PLYMOUTH, MICHIGAN, U.S.A. 
4, Take-Down Construction. A single Pacific Coast Branch: Phil B. Bekeart Co., Mgrs., 717 Market Street, San Fran 
screw allows the disassembling of the cisco, California. 
in. . . . - y 
5. This new model greatly strengthened Southern Representatives: Louis Williams & Co., 511 Exchange Bldg., Nash 
at many important points. ; ville, Tenn. 
6. The pump action improved to oper- Export Office: 44 Whitehall St., New York City. 


ate easter and more smoothly. 

7. New. Trigger Guard resembles more 
closély the trigger guard of high- 
power big game rifles. 


we EYE “The kind the 
; boys prefer” 


We recommend the 
use of Bulls Eye 


pare AIR RIFLES 
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“The Complete Line ’”’ 





of 





CHILDREN’S 
VEHICLES 


Extends to You 


w NEW YEAR’S 
Greetings 


You will be Happy 


and Prosperous 


With the SY Line 
Stuy Poly Gompany 


Washington, Penna. 


NEW YORK NEW YORK CHICAGO 
Permanent Fifth Avenue Bldg. Strobel-Wilken Co., Inc. American Furniture Mart 
. Room 318 33-37 East 17th St. Space 922 
Displays 200 Fifth Avenue 666 Lake Shore Blvd. 
and at 


Factories: Washington, Penna. Elkhart, Ind. Toronto, Ont. 
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AMMUNITION YOU CAN SELL WITH CONFIDENCE 


PETERS pledges 
to Dealers.... 


during 19 3 O 


“THE Peters Cartridge Company 
pledges during 1930 to continue 
the same sort of close cooperation with 
dealers as has always been our policy 
in the past. 


Your own sales efforts will be backed 
by our big national advertising cam- 
paign both in magazines and the lead- 
ing farm papers. We will supply you 
with the best that money can buy in 
the way of window displays, dealer 
helps, booklets, calendars, motion pic- 
ture slides, and a complete line-up of 
newspaper advertisements. 


SPARK PHOTOGRAPHY, an ex- 
clusive Peters development has made 


fF) —_.-# 





possible many recent improvements in 
our products. Thus more than ever be- 
fore, in 1930 it will be true that Peters 
is the “Ammunition You Can Sell With 
Confidence.” Likewise your customers 
can shoot it with sasestaarvd keener con- 
fidence. 


Once a Peters dealer always one. To 
new dealers we say now l/et’s get going! 
Write our nearest office today. 


THE PETERS CARTRIDGE COMPANY 
Dept. A-22 
Cincinnati, Ohio 


New York San Francisco 
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Not only a world famous, compre- 
hensive and fast selling line of guns 
— not only the right ammunition* 
to go with them — but the clean- 
ing preparations, the fishing rods, 
the flashlights and batteries, the 
knives and the tools which are 
equally essential in the sportsman’s 
kit and which are also used at home 
by all the family. 


With the addition of Winchester 
ice and roller skates, in fact, there 
is now some member of the Win- 
chester family of quality products 
to appeal, not alone to sportsmen, 
but to every member of a// families 
that patronize your store. 


And the chance of making a related 
sale — the suggestion of a flash- 
light to the man who buys a gun or 
ammunition — the suggestion of a 
pocket knife to one who buys a 
flashlight or fishing tackle—is much 
stronger when both products bear 
the famous name of Winchester. 
The complete new Winchester cata- 
logue shows you this full range of 
opportunities. 


*Winchester cartridges 
and shotshells scored 
sweeping triumphs in 
the premier American 
national shooting tour- 
naments of 1929. Like 
Winchester guns, 
Winchester ammu- fj 
nition stands pre- (iw 
eminent through- | 
out America. iP | 
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offers you 
GREAT 
OPPORTUNITIES 




































1929 has laid a firm foundation for 
these benefits. The entire group of 
Winchester quality products has 
been heavily and widely advertised 
to the public. Wholesalers and 
retailers have taken on the Win- 
chester lines, realizing that in Win- 
chester prestige there lies greater 
power of persuasion, that in Win- 
chester quality there lie stronger 
talking points and that, in the rela- 
tion between Winchester products, 
there are greater opportunities for 
making a related sale. (See our 
“Sales Aid Book” furnished on 
request). 1930 will bring even 
broader opportunities with a con- 
tinuation of public advertising 
reaching many millions of families, 
with new products and ideas to 
stimulate public buying and new 
sales aids and ideas to help yoz sell. 
Start the new year with a represen- 
tative stock of a// Winchester lines 
— push each line vigorously at the 
appropriate time of year—and you 
will end the year prosperously with 
the largest possible volume of sales. 

















WINCHESTER 
REPEATING ARMS CO. 


New Haven, Conn., 
U. S. A. 
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1930 Brings 





CHAIR NO. 35GM 
Strongly made of seasoned hard- 
wood. Folds compactly Fin- 
ished in Green lacquer. Triangle 


Folding Furniture 





New Beauty in 


The “Gold Medal” Line for 
1930 offers greater sales 
possibilities for you than 
ever before. New beauty, 
new attractive covers, and 
new designs make every 
home, club, resort, hotel and 
salesroom a _ prospect for 
“Gold Medal”’ Furniture. 
Write for the 1930 catalog 
illustrating the complete line 
in natural colors. Watch for 
the announcement that will 
appear in this publication 
next month. 


GOLD MEDAL FOLD- 
ING FURNITURE CO. 
1706A Packard Ave. 

















TOCK “taken” — again 

Hoppe’s Products 
prove their merit. Stand- 
ard, well known popular 
items, wanted constant- 
ly. Bringing good cus- 
tomers in every month 
the year round. Quickly 
sold, profitable. Push 
Hoppe’s Solvent No. 9, 
Lubricating Oil, Gun 
Grease, Gun Cleaning 
Packs. All jobbers. 


FRANK A. HOPPE, Inc. 
2314-H N. 8th St. 
Philadelphia, Pa. 








amen 


Drawing Trade 
Through 1930 


For GUNS -< 
HOPPE'’S | 


LUBRICATIN, 
OIL 











Racine, Wis. 


and stripe patterns and red 
lacquer finish if desired. 
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The Norman “3 in 1” Wagon 


The Wagon oii the 
Angle Steel Frame 


Serves three uses— 


Turning the handle 
raises the 


wagon Coaster, Express and 
for Dump Wagon. Extra 

Strong ALL STEEL 
dump- Construction. Weighs 
a only 48 lbs. and _ holds 
ing a 1,100 Ibs. load. 


NO BOLTS OR NUTS 


Steers easily—runs easily 
—dumps easily. 
It’s 


The Pigon the Boys All Want 


Made with the precision of an automobile. Also built in ‘2 in 
1” and plain styles. Quick seller. Good profit. Send for Folder 
and Prices. See us at the Hardware Show. 


The NORMAN Mfg. Co., Inc., Shickshinny, Pa. 




















IVER JOHNSON 


agents will get the bicycle business of 1930. 


IVER JOHNSON 


BICYCLES, VELOCIPEDES 
and JUNIORCYCLES 


are first all ways. 


Write for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 


NEW YORK CHICAGO OGDEN, UTAH 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 
SAN FRANCISCO 
717 Market Street 


Satisfy the steady demand by 
showing an assortment of 
door bells, tea bells, and call 
bells. 


Illustrated: Door bell of 
sheet steel; antique copper 
finish or nickel plated. 

Send for Catalog for all sorts 
of bells and bell toys that sell 
the year around. 


The N. N. Hill Brass Co. 
Manufacturers of Bells and Toys ‘ 
33 Skinner St. 
EAST HAMPTON, CONN. 














Sel] eee 


“The First Best Skate—the Best Skate Today” 


Used by World’s champions to establish 
their speed records and by professional 
stage skaters, your customers can now 
buy an adjustable roller skate with the 
45-year record of quality. 

Made of best, heavy cold rolled strip 
steel; heaviest rol- 
lers. Cannot be 
equalled for action, 
1% speed and durability. 
order direct or 
through your jobber. 












Richardson Ball 
Bearing Skate Co. 
3318 Ravenswood Ave. 


Chicago, III. 
Established 1884 











PFLUEGER 


FISHING TACKLE 


Leaders. Since I864 
NOW READY! 


New and GREATER Edition of 
Pflueger Pocket Catalog 
No. 149 


Your customers will appreciate this 
Authoritative Guide to Fish and Fishing. 
Give it to them FREE. Supplied to 
Dealers in reasonable quantities imprinted 
with name and address. It will boost 
your Tackle Sales. 


THE ENTERPRISE MFG. COMPANY 


Dept. HA-1. Akron, Ohio E. A. Pflueger, Pres’t. 
Oldest and Largest Manufacturers of 
Fishing Tackle in the U. S 
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Uncle Sam’s 3-Coin Bank 







Also Single Coin Banks Taking Pennies Only, 


Nickels Only, Dimes Only or Quarters Only. 
x 
Your Customers Will Buy Them on Sight. 
x 
YOURS FOR PROFIT 


Send for information and prices on these, also 
our Cash Store Register, combination Toy Register 
Bank, and the famous Radio Questionnaire. 


Be sure to mention your jobber’s name. 


(also 
does not register them) 


Rings...Registers... 


ADDS... 
x 


It Saves Nickels.... 
Dimes...Quarters... 


takes pennies, but 


x 
Nationally known, 
not simply as a 
toy, but as a 
highly practical 
article for young 
and old. Holds 
$50.00, registering 
each unit with a 
pleasing tinkle as 
the amount saved 
increases. Sturd- 
ily made, attrac- 
tively finished 

. sells for a 
reasonable price, 
pays a good pro- 


fit. . . .a logical 
item for every 
hardware mer- 
chant... even if 


you have no toy 
department. 


DURABLE TOY & NOVELTY CORP. 


222 Fourth Avenue 
Established 1907 


New York City 


H. H. Payson, President 














RO-TO-TOP 


Spins Eight Minutes 
—TRY IT— 


Twelve color designs in attractive 
counter display box. Each Top has 
pull-cord securely wrapped around stem. 


The Conestoga Corporation 
BETHLEHEM, PA., U. S. A. 


Export Dept.: Office No. 605, 130 Pearl St., 
NEW YORK CITY 


NEW YORK TOY FAIR 
(Feb. 3 to Mar. 1) 
AND 


PERMANENT DISPLAY 
ROOM 461 
FIFTH AVENUE 
BUILDING 


BIG - BANG 
SAFE NOISE 


No Matches—No Powder 


Can’t Burst from Overcharge 














ARCADE: TOYS 


“THEY LOOK REAL” 








Remember that the children around whom your 
community is built are potential wealth. They are 
the moving influence of today and the property 
owners of tomorrow. Upon them every dealer must 
depend, for his bread in the future. 


The youthful impression is a strong and lasting one. 
Win over the children of your community. Carry a 
line that will please them, too. Run special toy de- 
partments for their benefit. The results will be 
amazing, the profits will be unusually satisfactory, 
the children will be hapny and you will be insuring 
your future. 


Visit Room 307 in the Fifth Avenue Building, New 
York, and see the Arcade Display. New York Toy 
Fair, February 3rd—March Ist. 











Laundry Set 
No- 716 





Bedroom Set 
No. 696 








Write Us for Catalog. Ask Your Jobber for Prices. 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


New York J.T. ROWNTREE 


200 5th Avenue Los Angeles Portland 
Chicago San Francisco Seattle 
553 W. Randolph Salt Lake City Denver 


ARCADETOYS 
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PLAYTHINGS 
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THREE NEW POPULAR PRICED ITEMS 


At the 1930 Toy Fair, we take the lid off of three new 
popular priced items. These items have been thorough- 
ly proved and will be big values at the prices shown. 
Don't fail to see them. 


NEW PLAYGROUND EQUIPMENT 


Our extremely successful playground line of last year 
has been increased by several new special numbers, 
which we will offer for the first time at the Toy Fair. 
They, too, will be specially priced. It will be to your 
advantage to see them before placing any orders for 
playground equipment. Boats, Shooflies, Alphabet 
Sets, Ironing Boards, Table Sets and other playthings 
will be offered again this year. 





eee 





AAP MENGEL Playthings ... $Y JUST FOR FUN!... 
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APPRECIATION ENDEAVOR 


We take this opportu- is to continue manu- 
nity to express our facturing the highest 
appreciation of past cope “ote sn on the 
business and to as- — Treas Vice Prendény “RE Se ee 


giving our Jobbers 
and Dealers quality 
merchandise and ser- 
vice that will make 

our line a fast-mov- 
ing and profit- 

able one for 


them to 
handle. 


sure the trade of a 
continuation of the 
policies which have 
made our rela- 
tions profit- 
able and pro- 
gressive. 


—Step Out of the Price-Competi- 
tor 1930 tion Field—Get Real Volume on If 
: These QUALITY Skates Your 


; WE PROTECT YOU—our policy has always been to protect qur Dealers and — 
¢ Jobbers on Price. In the face of cheap competition we know you can profit refer 
both in cash and in building “good will” by pushing the line which has won Steel 
% public acceptance and Leadership in the Roller Skate industry. “CHICAGO” Wheel 
Roller Skates are ee eee they are priest eect 8 tt a _ Skates— 
ous margin of profit.: A cheap product will not build for the future. Tie. S 
TCHIGAGO” ith +h QUALITY line—The “CHICAGO” LINE—and have The oe i 
Club Pin \ greater net profit at the end of the season. ; 
which with a pee ‘ 5 F F DOUBLE-TREAD 
Club Member- ~ _ WE HELP through our aggressive and.extensive Nation Wide “TRIPLE. WARE” 
ship is popular \ Publicity and our local Dealer Helps. ie my effective helps a 
with youngsters are shown at the left. Why not statt’/a erder on the way SKATE 
Outlasts other 


steel wheel 
skates 2 to 1. 
Wheels guar- 
anteed not to 
come apart; 
equipped with 
grade A ball 
bearings. 
Spin 10 times 
longer. 





ae to. us NOW—make this season your best. Full partic- 
Get Your Supply _ tlars from your Jobber or ourselves. : 
of These Booklets : HIC AGO ROLLE Sk ATE CO. 


ay 
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Micsauitoes 
and Flies 


can’t read 


‘When Springtime rolls around flies 
and mosquitoes will bite just as 
savagely as ever hefore. The condi- 
tion of trade won’t affect their ap- 
petites... or their activities. And, 
Mrs. Home-Owner will probably 
use the Federal Reserve Statement 
to plug holes in broken screens, 
while the man-of-the-house hus- 
tlestothe nearest hardwarestore fornewscreencloth. 

















In good years and bad alike, screen cloth moves over 
the retail hardware counter ... with worthwhile 
profits in a short selling season. Give your jobber an 
opportunity to give you real service on 1930 Spring 
goods by ordering your screen cloth now. 


New York Wire Cloth possesses a distinctive 
advantage not found in any other screen cloth 
... reinforced selvage. This double-wire rein- 
forcement at the point of greatest strain adds 
strength where it is needed most. It also acts as 
a definite identification of genuine OPAL and 
LIBERTY screen cloth. 


OPAL is a heavily zinc-coated wire screen 
cloth, made from the very best hard-drawn 
steel wire, carefully woven with uniform 
mesh. It has a smooth, white-satin surface and 
lies flat when unrolled. 


After weaving, the fabric is heavily coated with 
pure electrolytic zinc, applied by a special pro- 
cess, which amalgamates the metals along their 
surfaces of contact and prevents any possibility 
of the zinc flaking from the wire. 


LIBERTY Wire Screen Cloth is made from 
hard-drawn bronze wire, a non-corrosive alloy. 
Two finishes are available—Liberty Golden 
Bronze and Liberty Antique Bronze. After ex- 
posure to the weather, both become practically 
invisible in windows and doors, and furnish 
minimum obstruction to light and air. 





New York Wire Cloth is distributed solely through inde- 
pendent retail hardware stores and responsible jobbers 


NEW YORK WIRE CLOTH COMPANY 


342 MADISON AVE., NEW YORK, N. Y. PLANT AT YORK, PA. 
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ON YOUR IRONING TABLE 








df 
Rene” 


TER-PROOF 
DAM P- PROOF 
WARP-PROOF 


lron ing Table 
(The Nw RID~JI 


Soak it, steam it, 
heat it! You can’t The new RITLIID 

hurt the new RID-JID nuclinane J 
Ironing Table top. It is Wa- 
ter-proof, Damp-proof, and 


Ls 































tops are washable. 
Clark’s exclusive wa- 
ter-proofing process guaran- 













Warp-proof. ; tees clean saleable stock al- 

Clark's new patented pro- ways. The RID-JID is 
tective process prevents ab- nationally known—it is  be- 
sorption or loss of moisture. yond competition. Display 
It guarantees a permanently  RJ[P-JID Ironing Tables—let 
smooth ironing surface. the housewife compare values 






the RID-JID sells itself. 







Years of family iron- 
ing without a sign of 
warping or spreading : ! 

at the joints—only a RID-JID priced, has legs in 
will stand it! In factory tests, "@tural finish; water-proofed 
treated RID-JID Ironing Table top in white. The ARISTO- 
tops have been submerged in CRAT RID-JID comes _ in 
tanks of water for weeks—no full color and has red rubber 
water absorption. They have shoes to add to its steadiness. 
been subjected to heat—no Color selection: Aztec Red, 
warping, no loss of weight and Gulf Stream Blue, and Apple 


“er Green. Onders may he 
ab epieadiing at the joints. sreen. Orders may be for one 
color or assorted. 


Clhe J. R. CLARK CO. 


MINNEAPOLIS, MINNESOTA 





The STANDARD 
RID-JID, popularly 






































Remember! RID-FID 
Ironing Table Tops are 
W ater-proof, Damp- 
proof and Warp-proof. 
This amazing feature ts 
NEW—and it is ex- 
clusive with F. R. Clark 
Company ironingtables. 


by 
Good Housekeepin 
Zo, ° Institute 4 y) 


ee R 
HOUSEKEEPING MAC 


Folds in One Movement 


All RID-JID Ironing Tables 
fold easily and simply in one 
movement. There are no braces 
to tighten or catches to un- 
fasten. All three legs swing in 
flat against the board automa- 
tically. The closed RID-JID is 
less than 3 inches thick and the 
legs extend but a few inches 
beyond the length of the top. 























,-Ton Test Makes Sales 


Study the above illustration carefully. It shows the RID-JID Iron- 
ing Table living up to its name by supporting a heavy weight from the 
open end of the board. This picture tells the story of the patented 
construction that has made the RID-JID table so successful and popular. 
The end of the table is free from obstruction. Clothes may be slipped on 
and off the board with ease. The RID-JID stands steady even on an 
uneven floor. The pressure of ironing cannot make it “wiggle, wobble, 
jiggle, joggle, slip or slide.” 

Prove this remarkable feature of the RID-JID before your customers’ 
eyes. Place a heavy weight on the end, or even sit on it. The demonstra- 
tion will tell a selling story without words that will bring rapid turnover 
and quick profits. 

The three other J.R.C. products shown at the bottom of the page are 
the “HIGH BOY” clothes rack with 57 feet of drying surface; the RID- 
JID stepladder, with special patented construction; the “LOW BOY” 
clothes rack with 48 feet of drying surface. 

The J. R. Clark Company for over fifty years has manufactured the 
most complete line of high quality woodenware and ladders. The 
Clark line will increase your volume. Send for the latest catalog —free. 


Clhe J.R. CLARK CO. 


MINNEAPOLIS. MINNESOTA 











AT MITES 
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Ask here for merchandise advertised in 


GOOD HOUSEKEEPING 




















FREE—5,446 merchants in 
1929 used this poster to in- 
crease confidence and sales. 
Sent free—return the coupon. 


- Goop 








57TH STREET AT EIGHTH AVENUE 





HOUSEKEEPING 


Trade Service 





sold us lots of goods... 


O wrote H. E. Young of the East Tenth Street Hardware Co., 
Indianapolis, after a feature display such as this one, of 
products advertised in and guaranteed by Good Housekeeping. 
And hundreds of merchants have told us virtually the same thing. 


Guaranteed satisfaction plus tested quality is the reason. People 
know that everything advertised in Good Housekeeping is guar- 
anteed to give them their money’s worth. They know, too, that 
every household appliance or device must first be tested and 
approved by Good Housekeeping Institute before its advertising 
is accepted. Naturally the merchant who points out that he can 
supply these products should attract more of the discriminating 
trade and enjoy the increased confidence of his old customers. 


Why not profit by the confidence and prestige carried by Good 
Housekeeping’s guaranty and the Institute Seal of Approval? It 
is there waiting for you to use it. Simply check your stock— 
learn what items advertised in Good Housekeeping you carry— 
feature them in your windows and on your counters. Return the 
coupon for free posters (see illustration) that tell customers you 
deal in positive pocketbook protection. 


t GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York, N.Y. ya-1-30 
Please send free window cards featuring Good 
Housekeeping’s Guaranty. Also complete list 
of Tested and Approved Products. 


' 

' 

' 

' 

' 

' 

' 

' 

' 

' 

' 

Name of Store 
' 

| Street - 

' 

1 

! City & State 
H 
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NEW YORK CITY 


' Specify number of windows 
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GOTHIC ART 
are embodied in the 


EXCLUSIVE 
DESIGNS BY 


RUSSWIN 


Gothic Art, the last and greatest of the medieval 
styles, still lives in the mighty cathedrals and 
abbeys of France, England and Germany. 
Gothic styles are much in vogue today and 
RUSSWIN brings them to you in a series of 
exclusive, appealing designs. TOULON, illus- 
trated on this page, is but one. There are several 
others equally charming in character. And they 
are as soundly practical as they are artistically 
authentic. They will decorate the modest house 
or the elaborate home with equal grace, and 
under the most rigorous usage give unfailing, 
trouble-free and lasting service. Whether it 
be a sturdy, handsome 
door knob, a lock, door 
closer, night latch, or even 
such as small hinges and locks for the 
corner cupboard, all will be in perfect accord 
if you select Russwin. Consult your architect 
or interior decorator, when making plans, or write 
to us for descriptive booklet covering Russwin 
Hardware expressly made for leading periods of 
design. Russell & Erwin Manufacturing Company 
(The American Hardware Corporation, Successor), 
New Britain, Connecticut — New York, Chicago, 
London. 
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FOR THE ARCHITECT'S CONVENIENCE, RUSSWIN 
HARDWARE IS ILLUSTRATED AND DESCRIBED IN 
SWEET’S CATALOGUE, PAGES C-3137-C-3216. 

Shown at left are three exclusive designs by Russwin 
Grecian © Elizabethan ~~ Flemish 
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Hardware that lasts ~ Base Metals of Bronze orBrass 
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Every Retailer Needs 


Good Selling 


Equipment 










But Why Pay Fancy Prices? 


The Low Prices on Hibbard Store Equip- 
ment are due to the elimination of frills 
and unnecessary expense . . . the quality of 
the lumber and the materials used are the 
equal of those used in any other line of 
fixtures . . . and the prices are such as any 
dealer, anywhere, can afford to pay. 

Good Equipment sells more merchandise 


and pays for itself out of the Profits on 
increased business. We know this, and 


that is why our customers may have time 
to pay if desired. 


Our new catalog of Hibbard Store Equip- 
ment is ready—write for it. You will find 
this new book most interesting if you are 
planning to re-arrange your store. 


Plans and blue prints for new store lay- 
outs are made without charge to our cus- 
tomers by our Dealers’ Service Bureau. 











Co-operate with the Wholesaler Who Co-operates with You 


HIBBARD. SPENCER. BARTLETT & © 


SCH ScAS CO 








DEALERS SERVICE BUREAU, 
HIBBARD, SPENCER, BARTLETT & Co., 
211 E. No. Water St., Chicago. 


Please send the Hibbard Store Equipment Catalog. We are planning to rearrange our store. 





Firm Name_______ _ See ee 
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_ TRADE 


WINDS 


By LLEW S. SOULE 


Too Much Competing—Not Enough Merchandising 


THIRTY has arrived, bag and 

baggage, not as a temporary 
visitor, but as a regular boarder, to 
be with us for 365 days. In its train 
are some new problems, and a lot of 
old and time honored ones. 

What are the retail hardware mer- 
chants going to do during those 365 
days? Are they going to meet the 
problems squarely, solving them by 
study and effort, or are they going 
to wait for others to work out the 
solutions? For several years inde- 
pendent hardware merchants have, to 
a large extent, followed the lead of 
others; they have more or less cau- 
tiously adopted the merchandising 
methods of chain store distribution. 
In some cases this policy has been a 
wise one; in others, not so wise. 

It was wisdom for hardware mer- 
chants to adopt the open display sys- 
tem; to place the bulk of their goods 
out where people could see and 
handle them; to clean up their stores 
and utilize their display windows. We 
seriously question, however, the wis- 
dom of those who have attempted to 
follow the lead of the chain stores, 
lock, stock and barrel. We have seen 
some hardware stores recently where 
the sole merchandising policy seemed 
to be “meet chain store competition.” 
In those stores the bulk of the mer- 
chandise on display was of the chain 
store type. Some of those stores re- 
sembled ten cent stores more than 
they did hardware stores. The aver- 
age margin of profit on the bulk of 
the items shown was below the aver- 
age cost of doing business in hard- 
ware stores. The sales effort seemed 
to be directed more toward moving 
those items than toward the selling of 
items which not only carry profits but 
definitely mark the seller as a quality 
hardware merchant. 

There is much more to hardware 
merchandising today than the mere 
meeting of chain competition. All of 
the hardware carried by chain stores 
individually or collectively, represents 
but a small percentage of the items 
carried in the average hardware stock. 
Does not the balance of that stock 


N ‘titers HUNDRED AND 





demand some sales attention? Is not 
the customer entitled to more than 
“penny-ante consideration?” To our 
way of thinking, the hardware mer- 
chant who over-apes the chains, from 
the standpoint of merchandise, is de- 
liberately weeding himself out of the 
hardware business, and into a busi- 
ness where he cannot hope to com- 
pete on a profitable basis. 

Isn’t it about time for the so-called 
independent hardware merchant to 
quit following, and take the lead? 
Isn’t it about time for him to adopt 
and standardize a merchandising pol- 
icy of his own? Isn’t it about time 
for him to definitely re-establish him- 
self as a hardware merchant, with a 
merchandising identity of his own? 
It may have been good policy, for a 
time, to follow the lead of others, but 
future profit and prestige must come 
from specialized leadership. 

During 1930, success in hardware 
retailing will depend largely on two 
things: definite policies and efficient 
management. Among those policies 
must be one in regard to the mer- 
chandise sold. It must be a definite 
one, with a definite object in view— 
ultimate profit. If you can see profits 
in pushing the sale of chain type mer- 
chandise, well and good. If, how- 
ever, you are like the great majority 
of hardware merchants, your actual 
profits lie in an entirely different group 
of items. The only sensible thing to 
do under the circumstances therefore, 
is to push the profitable lines, using 
the cheaper chain type goods for com- 
parative purposes. Low margin mer- 
chandise must be forced to sell itself. 
There has been too much hardware 
sales effort spent on it already. 

Meanwhile, the trade as a whole 
needs management: management of 
the type which controls rather than 
follows: management which has a 
definite objective and definite plans: 
management broad gauged enough to 
see that merchandising is not entirely 
a matter of competition. 

Some of us have been competing so 
long we have almost forgotten how to 
merchandise. 
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The Tait Hardware store in 
Toronto after being remod- 
eled and equipped with David 
Lupton steel fixtures by W. 
Walker & Son, Ltd. Note the 
difference between this pic- 
ture and the other picture of 
this same store. This is what 


M.M.P. did for Tait and 


offers a very typical example 
of work being done by Mr. 
Walker ~ 





The M.M.P. trade mark as used for 
price tickets, business cards, on letter- 
heads, invoices and in decalcomania 
form on the store windows and deliv- 
ery trucks of members. All M.M.P. 
merchandise bears this mark, stamped, 
pasted or burned into the goods. 


competition includes the com- 
petition of modern merchandis- 
ing methods as well as the competi- 
tion of price, A. W. Walker’ took both 
factors into consideration when de- 
veloping the Walker Modern Mer- 
chandising Plan. As _ president-man- 
ager of W. Walker & Son, Ltd., hard- 
ware wholesalers at 10 Alcorn Ave., 
Toronto, Ontario, Canada, he has pro- 
vided a plan with which participating 
retail hardware stores may meet every 
competitive price offered by all chain, 
mail’ order or department stores. 
There are no “buts,” or “ifs.” In 
working out the plan, it was found 
that price competition existed only in 
15 per cent of the entire average re- 
tail hardware stock and that a total 
of approximately 500 items comprised 
the entire assortment so priced. 
Within less than one year there are 
250 hardware dealers in the Province 
of Ontario taking advantage of 
Walker’s Modern Merchandising 
Plan, which locally is known as the 
M.M.P. Participating dealers are 
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HOW | 
MEET 


by CHARLES J. HEALE 





called M.M.P. members; their stores 
are M.M.P. stores and the competitive 
grade merchandise provided is called 
M.M.P. merchandise. Each of these 
M.M.P. members may buy all of the 
500 competitive price items at whole- 
sale costs which permit resale to the 
consumer at the same prices the con- 
sumer would enjoy anywhere else on 
the same items. The dealer’s margin 
is sufficient to allow some profit but, 
of course, the big advantage comes in 
attracting the trade which might 
otherwise be drawn elsewhere. 
M.M.P. membership involves mu- 
tual moral obligation between Walker 
and the jobber and the individual re- 
tailer who affiliates. A mutual pledge 
is taken and signed. The dealer 
promises to clean and paint his store 
and to keep it clean and painted; he 
agrees to take inventory and keep 
records; he promises to arrange his 
stock so that related items are to- 
gether and agrees to have all lines dis-. 
played in the modern open fashion, 
with everything visibly price-marked. 

















CANADIAN RETAILERS 


ALL COMPETITION 





ALBERT W. WALKER 


He agrees further to greet customers 
with a smile and to have his clerks 
do the same, hiring new ones if neces- 
sary. A color scheme of light green 
with black trim and orange display 
background is suggested but is not 
compulsory. A standard of illumina- 
tion as individually recommended by 
the local light company must be ob- 
served. 

Walker's end of the pledge promises 
to provide any and all merchandise at 
wholesale prices low enough to per- 
mit resale to the consumer as low as 
such merchandise may be sold else- 
where at retail. He agrees to furnish 
at cost, stickers, price labels, price 





® With the Aid o 
a Jobber 


ticket stands and decalcomanias for 
the windows and trucks, advertising 
electros and occasional throwaway 
circulars, all bearing the M.M.P. 
trademark insignia. Mr. Walker is 
to receive no fee for these services, 
is promised no amount of wholesale 
business, but does retain the privilege 
of dropping any member who fails 
to maintain the modern merchandis- 
ing methods mentioned in the pledge. 
A member dropped loses the M.M.P. 











insignia and, of course, loses the pri- 
vilege of buying the M.M.P. items. 
The privileges of affiliation do not 
start until the dealer's store has the 
required modern arrangement and is 
so judged by a Walker representative 
and also by a committee of five re- 
tailers who are members. 

The plan got under way last April 
following four meetings held at the 
Walker warehouse. Each session 
was attended by 35 retailers to whom 
the plan was outlined and whose ac- 
ceptance in the majority made it pos- 
sible to proceed. 

In all searches for competitive grade 
merchandise, Mr. Walker starts with 
the desired retail selling price and 
estimates the quantity his M.M.P. 
menibers can use. He stresses very 
definitely that the basic thought in 
seeking such goods must be the retail 
selling price. At first he depended 
largely upon the complaints of mem- 
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Floor plan of Tait Hardware 
Store. Offset at halfway mark 
made this difficult store to re- 
model. Tables are arranged to 
facilitate easy traffic circulation, 
which prompts the extra sales. 
Because of the narrowness of the 
store tables had to be placed 
back to back 


Left: One of the four organiza- 
tion meetings in which the 
M.M.P. got started. These were 
held in the Walker warehouse 
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bers to build up his list of M.M.P. 
goods. His own original list’ was 
based on shopping local chain and de- 
partment stores. As the plan pro- 
gressed he found members sending in 
less information and so he concen- 
trated on the shopping plan. Armed 
with a sample and knowing the re- 
tail Selling price, he phoned, visited 
or wired logical sources of supply. 
Some items he obtained easily, others 
were not so easy, but all in all the 
experience to date has been most satis- 
factory. 

In less than four months of dis- 
covering competitive items and then 
seeking a source of supply at the 
right price, Mr. Walker found him- 
self getting “on the list” for many 
opportunities. Salesmen for specialty 
manufacturers and others who supply 
specials to chains, mail order and de- 
partment stores, visited W. Walker 
& Son, Ltd., and offered without 
search the same lines and _ prices 
which Mr. Walker had been seeking. 
Naturally one salesman tells another 
and so the calling list is growing and 
the job of searching is not as difficult 
as it was. 

Among the 250 members there are 
80 within the city limits of Toronto, 








—The Last Word in Better Merchandising— 
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the remainder are in the various 
towns and cities in all parts of On- 
tario. The average M.M.P. store has 
been doing about $40,000 a year. The 
smallest on record was $17,000 and the 
largest was $300,000 sales per year. 
At the time of our visit, Dec. 15, the 
smallest store was close to the $27,- 
000 mark, the largest store reported 
the previous Saturday’s cash _busi- 
ness as $1,400 against a record of 
$800 for the same Saturday in 1928. 

Talking with more than 25 M.M.P. 
dealers we found that they now think 
more of “the modern merchandising 
plan” than they do of the special 
prices. They all freely admitted that 
before they had both the plan and 
prices they had cherished the belief 
that only the special prices were im- 
portant and that had they the prices 
nothing else would have mattered. 
This does. not mean that they fail to 
recognize that the special prices rep- 
resent a factor, but it means that they 
do realize that price is not the only 
factor. They express it this way: 
“Without the modern merchandising 
methods our special prices would not 







M.M.P. stores and merchandise to the attention of the public. 
— in the newspaper. Space is considered too valuable. Extra copies of all ads are avail- 
able 


to members 
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with firm imprint. 
These may be dis- 
tributed by boys or 
placed in all out- 
going packages. To 
facilitate members 
making up _indi- 
vidual advertising 
matter Walker had 
had made adver- 
tising electros and 
other helps avail- 
able at cost. A 
section of the proof 
of cuts shown 
above. Right: 
Warehouse of W. 
Walker & Son, 
Ltd., which is 
buying and distri- 
bution headauarters 
for the M.M.P. 


be much help, but in the same way our 
modern display plans would not be 
sufficient without our special prices 
and so we feel that both factors run 
hand in hand.” 

The ability to meet all competitive 
prices has not spoiled the business in 
quality merchandise, in fact there has 
been a marked increase in the sale of 
all quality lines by M.M.P. dealers 
whose specials are attracting consum- 
er attention and patronage. 

An interesting analysis of an aver- 
age sized member’s experience shows 
a good example. His sales in 1928 
were $41,000. “On Dec. 10, 1929, his 
sales were $50,000. Out of the in- 
creased $9,000 sales only $3,000 was 
in competitive or M.M.P. merchandise 
and $6,000 worth of new business had 
been done at full price in quality lines. 

The glamour of being able to meet 
competitive prices has become quite 
secondary to the thrill of selling al- 
most without effort second and third 
items due to the open type display ar- 
rangements. At first all enthusiasm 
was centered on the price angle, but 
the development of eight months has 
definitely shown that the prices alone 
would not have solved the problems 
of these Ontario dealers. 

Dealers who had complained the 
loudest about competitive prices did 
the least to meet them when they had 
the opportunity. Instead of offering 
a 25 cent special at that figure they 
tried to get 39 cents or even 50 cents, 
figuring on pocketing the extra profit 
that the lower buying seemed to offer. 
Of course, such activity quickly de- 
feats the purposes of the M.M.P. and 
so to prevent such poor practices all 
M.M.P. lines now have retail prices 
burned or stamped in if possible. 


Typical of the cooperative advertising of these Canadian dealers who meet all competition 


an won ada is the announcement ad shown at the left. This was the first of a series planned to bring 
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Frequent advertise- 
ments like this 
from a store gener- 
ally conceded to be 
the world’s largest 
department store 
made the M.M.P. 
almost necessary if 
Canadian retail 
hardware stores 
were to stay in the 
picture. Note the 
prices, in some 
cases on standard 
first grade mer- 
chandise b ut in 
most cases the cut 
prices are on com- 
petitive grade 
goods. M.M.P. 
members can meet 
everything shown 
on this circular and 


and their ability 
to do so adds 
greatly to their 
prestige and en- 


ables them to many 

times sell the bet- 

ter quality goods 
by comparisons. 


Early this fall 


dition. 


Every week M.M.P. 
Walker & Sons, Ltd., 


ceive from W. 


SOLD TO 
ADDi‘ESS 
| SHIPPING POINT 
| VIA 


CUST’S CRDER No. 


chain 
hockey sticks at 25 cents each, 
Walker secured a carload of sticks 
he could sell the dealers at $2 per 
dozen and they in turn could sell at 
25 cents each. Similar stories are to 
be told about many other items, but 
the principle involved is the same as 
is the method for eine the con- 
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M.M.P. members 
receive this special 
form of invoice. 
It also has columns 
for selling price, 
cost and margin. 
Note first column 
is for selling price. 
All M.M.P. trans- 
actions are based 
first on the neces- 
sary selling price. 
M.M.P. insignia is 
shown in upper 
left hand corner. 


stores sold 
so 


aitidilaies re- 


M.M.P. ORDER FORM 


DATE SOLD 
SALESMAN 
TERMS 
DATING 


REQ. No. SHIPPING DATE 
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| Private Branch Exchenge WHOLESALE HARDWARE AND METALS TORONTO 5 
St a Unit PER SELLING PRICE PROFIT —_COST PRICE 
Sie M.M.P. Men's Choppin; Axes es. 1.49 49% 12.00 Dos 
ins : Aeet. Scissors, (1 gross lots) pre 223 80%. 18.00 Gro 

* meevote Chisels, B.E., LeT., 1/2, 3/4 & 7/8" en. 249 624 3-60 Dos. 
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DS Drill Sets of Nine set 249 804 227 set 

an Ever-Ready Screen Door Checks ve ea. 1.49 654 +90 en. 
eo Magmore Knocker Board, contains 1 only pa a 1245) 
bei 362 ” 1.75) 68% 3.25 Aost 
oa 1531 . 2.258 

Pe Maymore Door Chains, (12 on carayé to sell r yore 349) 44% 4.6@ Dos. 
aie ‘ _ Wire Spool Asst. ( 48 spools to doe rae r x0 1504 1.95 asst. 
Latgite 4 ay Thumb Tacks, 3 doz. to pkg.{ in lots of pkg. “15 ) 
thine hs = r : ‘ i 100 pkes-) or 2 pkgs. -25 ) 500% 02} pkg. 
a FS Bae ook £ King Cutter Rasors, # 9246 én, 2.75 53% 21-60 dos. 

Shoots Cea re . Boy Scout. Knives. (6 to. card) a ee +39 13%. 1935 peg, 
Weights i Sn Drawer Knove, # Th. Brose raeovi Pts 220 85h...1.30.dos. 
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Special M.M.P. order 
form used by all 
members. Note col- 
umns for cost, selling 
price and margin. 
This is an actual or- 
der taken from file 
and typewritten to 
make it easy to read. 
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a bulletin entitled “Flashes, Dots and 
Dashes.” This brings news about 
new items competitively priced, tells 
of new members, of prospects who 
are nearly completing the required 
changes to join and tells of some of 
the best looking stores which other 
members might wish to visit. 


It is Mr. Walker’s ambition to 
have all M.M.P. members at least on 
a 4-time turnover basis and to this 
task he first directs his energy when 
a new member joins. Often he finds 
sales for the year pretty good, but 
inventory too high. This is the usual 
trouble, but often, of course, the re- 
tailer’s figures are inaccurate and 
hazy. Shortly before our visit in De- 
cember, a dealer claiming $7,000 stock 
investment was found to have exactly 
$4,040.46 worth of stock. Another 
recruit had $20,000 annual sales with 
an actual stock investment of $7,500. 
A “wrecking crew” from Walker’s re- 
duced the stock to $5,500 by shifting 
the surplus to other M.M.P. members. 


In insisting upon open display of 
all goods, visible price marking and 
the placing of related merchandise 
together, provision is also made to 
provide proper aisle space to en- 
courage store traffic circulation—for 
without such circulation of store 
traffic there is little advantage in hav- 
ing goods where they may be seen 
and little advantage in having cus- 
tomers come in. In imposing these 
modern regulations the prospective 
M.M.P. member is not left to shift 
for himself, though he is made to 
help himself. Mr. Walker and his 
business associates have made a study 
of modern store arrangement and will, 
without charge or obligation, furnish 
rough sketch or blueprint for the re- 
vision of any store. They will even 
physically assist in shifting stock and 
furniture, but they won't do it all, 
nor will they even start until the deal- 
er cleans up and paints up _ his 
premises. 


With more than 150 stores asking 
to be taken into the M.M.P. group, 
Mr. Walker has been very busy in- 
vestigating prospects. Some of these 
have been seeking admittance for 
more than six months, but not having 
measured up to the required modern 
merchandising standards, they must 
wait until they may qualify. 


Three cooperative newspaper ads 
and six throw-away circulars have, 
of course, focused public attention on 
M.M.P. stores and have intrigued the 
interest of non-member dealers. Al- 
though the backbone of the special 
price items list will always be hard- 
ware and closely related lines, there 





sn WEL 
Hi 
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Walker’s model modern store as shown at the Canadian National Exhibition. Note 
on the right hand side the combination of counter merchandise and paints as ex- 
This model store is now shown in the Walker warehouse, third 
floor, in the room used for M.M.P. meetings. 


plained in the story. 


will be little restriction in the ulti- 
mate development of this phase of 
the plan. The only test will be “Can 
M.M.P. stores buy and sell it, at the 
right price and make a profit?” If 
the answer is in the affirmative, the 
line will be added. For example, last 
summer M.M.P. stores sold a carload 
of chewing gum by placing display 
jars near the cash registers and fea- 
turing the gum and chain store prices. 
A carload of well known soap was 
sold the same way this past fall. 
Some time during 1930 W. Walker & 
Son, Ltd., will issue a special M.M.P. 
catalog. 

It is well to remember that no ad- 
mission fee is paid by members and 
that the obligation is practically a 
moral one. No regard to geographical 
location or to rivalry among individu- 
al members is given consideration in 
adding a new member. In one part 
of Toronto three M.M.P. stores will 
be found on one street within a stretch 
of four blocks. However, Walker 
will not open a new store anywhere 
unless there is a need for it. 

Part of the modern merchandising 
plan which Walker has found most 
important, is to combine not only re- 
lated merchandise, but also _ lines 
which might be displayed together to 
mutual sales advantage. For ex- 
ample, he combines paints with 
granite ware and paint with hardware, 
saying that the paint customer seeing 
granite ware and hardware when 
getting his paint, may buy additional 
merchandise from these other depart- 
ments. Of course, the plan works 
both ways, encouraging paint sales 
from those who came in to buy either 
the granite ware or hardware. In 


bringing these lines together there is 
no indiscriminate mixing on the same 
shelves. Mr. Walker places half 
pints of paint on the top shelf; pints 
on the next, then quarts. Below the 
last will be counter merchandisers fea- 
turing the granite ware and hardware. 
Below the counter display will be 
shelves for half and full gallon cans. 
This plan is shown clearly in one of 
the illustrations. 

At the 1929 Canadian National Ex- 
hibition, held at Toronto, the last 
week in August and the first week in 
September, W. Walker & Son, Ltd., 
displayed a complete model modern 
retail hardware store. This was done 
with two ideas in mind. There being 
an attendance of 1,200,000 every year 
at the Toronto Exhibition, Mr. 
Walker seized the opportunity to im- 
press consumers with the complete- 
ness and utility of the modern hard- 
ware store stock. He knew also that 
many hardware dealers would at- 
tend the exhibition and might in that 
trip see for the first time a model 
modern hardware store. 

The model store is now on display 
on the third floor of the Walker ware- 
house in the room used for M.M.P. 
meetings. These meetings are held 
twice a month, one meeting for the 
city trade and the other for the coun- 
try dealers, though all are welcome 
to either or both meetings. 

It is interesting to learn that the 
strictly wholesale business of W. 
Walker & Son, Ltd., was 50 per cent 
greater in 1929 than it was during the 
previous year. This increase may 
readily be attributed to Walker Mod- 
ern Merchandising Plan, as the rec- 

(Continued on page 94) 
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Window displays similar 

to the above play a 

prominent part in cre- 
ating tackle sales. 


HOW 
LS. WINNE 
6LOCAICH 
SPRING 
TACKLE 
SALES 














greatest stimulation during the 

approaching spring months. 
Anglers are starting to talk fishing, 
manufacturers are releasifig valuable 
publicity material, and distributors 
make special efforts to get the fish- 
ing tackle business off with a flying 
start. January is none to early for 
plans to be formulated regarding 
April and May tackle sales. 

The opening of the trout season 
is capitalized annually by L. S. 
Winne & Co., Kingston, N. Y. 
Having a complete stock of tackle 
and an unusually good _ business 
with this merchandise, the company 
makes definite plans early in the 
year for “Spring Opening.” Spe- 
cial advertisements are placed in 
local newspapers, effective displays 
are arranged at the store, and an 
extra sales appeal is made to all 
customers. 

Is this effort worth-while? Indeed 
it is; in fact, as President Benj. J. 
Winne says, “It is always a big 
benefit, and we find that the dis- 
plays greatly improve our tackle 
sales.” 


Dae: tackle sales receive 





The window reproduced on this 
page was shown recently in the 
Winne store prior to a “Spring 
Opening” sale. The background 
shows a lake in the neighboring 
Catskill Mountains. The fish break- 
ing for the bait was clipped from 
a magazine, colored with oils and 
mounted about an inch in front of 
the background. This brought it 
into additional prominence and gave 
more realism to the scene. The out- 
door setting, with the displayed mer- 
chandise was considered to be one 
of the company’s best displays. 

The company’s normal sale of 
tackle receives year-round support 
through the activities of Mr. Winne 
in the conserving and restocking of 
adjacent streams and lakes. He has 
realized that conservation must be 
effected if Kingston merchants are 
to continue receiving thousands of 
dollars’ worth of from 
tourists who visit the city, lured by 
the splendid fishing prospects. Mr. 
Winne is an ardent sportsman as 
well as a progressive and thought- 


business 


ful merchant. 
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Twenty-Five 
Per Cent of the 
Volume in Play- 
things Done by 
the Broadway 
Hardware Co., 
Kansas City, Is 
Reaped From 
April to Septem- 
ber, Inclusive, 
and the Rest 
Comes During 
the Cool and 
Cold Months— 
Nearly the 
Whole of the 
Second Floor Is 
Given Over to 
the Display of 
Juvenile Mer- 
chandise 


OYS enter conspicuously into 

the hardware calculations of 

Thomas E. Dyche, who runs 
the Broadway Hardware Co., 311- 
313 Westport Road, Kansas City, 
Mo. Much of the time nearly the 
whole second floor of his store is 
given over to the display of juvenile 
goods. At Christmas time, particu- 
larly, that spacious toy department 
is alive with youngsters and grown- 
ups, although many playthings are 
also shown on the main floor. 

Through the summer of 1928 he 
maintained a toy stock worth 
$2,000. Despite hot weather and 
the other handicaps supposed to in- 
terfere with toy trade in summer, 
this stock remained active; in the 
winter months, of course, it is much 
more So. 

Of the toy business as an impor- 
tant part of the hardware business, 
Mr. Dyche says: “By this time our 
customers have been educated to the 
idea that we carry a full line of 
playthings. They come here for the 
specific purpose of buying them. 

“Once in the store, we have no 
trouble in getting them to go up- 
stairs to see the complete display. 
During the holidays we take pains 
to feature toys on both floors. 
Santa Claus is at home here when 
Christmas rolls around. 


HE photo- 
graph at the 
left shows the spa- 
cious toy depart- 
ment of the Broad- 
way Hardware Co. 


‘What we offer has a wide price 
range, from the tiny cars on up to 
the tricycles, some numbers of which 
sell at around $20 apiece. We carry 
plenty of birthday favors. 

“This is a great place for birth- 
day trade. Every child knows that 
he can get a suitable gift for his 
playmate in our store. Parents 
know that too. 

“It pays, of course, to keep the 
toys out where the customers can 
see them. Good display, as a rule, 
means good business. 

“Games sell well here. We have 
as many as fifty different games to 
offer. Electric trains bring us a 
profitable trade. Last year our vol- 
ume in this line alone ran up to 
$1,000. 

“Generally the father or the 
mother buys the original train ; then 
the boy who gets it for Christmas 
or his birthday comes in frequently 
after that to buy his equipment. 
Thus there is a constant flow of 
repeat business. 

“Boys who have trains generally 
want all the track, switches, bridges, 
tunnels, signals and stations they 
can get. Drums, dolls, construction 
sets, spring toys, friction toys, small 
iron toys, etc., are among the mer- 
chandise we handle from one year’s 
end to the other. 
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“We carry on a profitable toy 
trade every month. Of course the 
heavy business is done during the 
winter, especially when we are in 
the midst of the holidays. 


New Record 


In the last year, 1927, for which 
the United States production statis- 
tics are available the national toy 
bill is estimated at fully $100,- 
000,000, and our exports for that 
year amounted to $4,000,000. In 
the two subsequent years those who 
have watched the manufactures in 
this industry or the use by our chil- 
dren of toys anticipate a far larger 
figure of consumption for 1929. 

Preliminary figures for the first 
nine months of 1929 show an export 
total value of $2,511,628, as com- 
pared with $2,195,765 for the same 
period last year, indicating that it is 
reasonable to believe that the total 
for 1929 will show an increase over 
1928. 

Changing customs and tastes and 
the development of our construction, 
transportation and other industries 
have had their effect on the toy in- 
dustry and are reflected in the new 
kinds and designs of toys and play- 
things. Some of the old favorites 
are holding their own, while others 
are either losing in popularity or are 
being adapted to meet the present 
day trend. The modern doll, for 
example, is a person far superior to 
her sister of former years. Her 








“From April to September, inclu- 
sive, I should say, we sell about 
25 per cent of our toy volume; the 
remaining 75 per cent is done in the 
cool and cold months. 








wardrobe is fashioned after that of 
the growing child and must be quite 
as complete, with all the necessary 
accessories. The child is no longer 
content with one doll, but it requires 
a whole family of dolls, as well as 
house furnishings, to transform a 
doll or playhouse into a real home. 
Then there are toys for the young 
traveler who stays at home, such as 
airplanes and zeppelins, electric 
trains and yachts. Toys are being 
designed to help the child grow 
mentally and physically as well as 
to amuse and hold his interest. The 
toys of today, cleverly constructed 
to closely simulate the real thing, 
are realistic even to the minutest 
detail. 

The increasing participation in 
athletics and outdoor sports on the 
part of the grown-ups and the edu- 
cational work carried on in connec- 
tion with the need for exercise and 
outdoor recreation have stimulated 
interest in playground equipment 
for playrooms and back yards. Foot- 
ball, baseball, tennis, golf, and other 
indoor and outdoor games and sports 
have brought about the development 
of a large number of interesting 
games for both young and old, and 
the properties employed in these 
popular sports are copied in junior 
editions for the use of youngsters. 


DYCHE TIES TOYS 
HIS HARDWARE TRADE 


“Nevertheless, we regard toys as 
a good all-year-round line, and we 
feature them as consistently and 
persistently as we know how. As a 
result our toy business is growing.” 





Is Predicted for Toy Sales in 1929 


While it is true that the trade may 
still be considered somewhat sea- 
sonal, because of the heavy Christ- 
mas demand, on the othe. hand, 
toys are sold throughout the year, 
and with the advent of new toys 
which can be used during the 
summer months, such as flying air- 
planes, playground amusement 
devices, toy boats, etc., the toy 
manufacturer can maintain a more 
balanced production schedule than 
heretofore. The growing air-minded- 
ness of our children. as a result of 
the rapid strides made in air trans- 
portation, has brought about a large 
development in the air-toy lines. 
Flying models, construction sets, 
and other types of planes and dirig- 
ibles have taken a pruminent place 
in the toy business. American manu- 
facturers are to be congratulated on 
the design and workmanship of 
these toys and also for the effort 
they are making to teach the child 
the fundamental principles of fly- 
ing. The interest of grown-ups in 
these airplanes and the fascinating 
pastime of flying toy models has 
likewise given considerable impetus 
to the trade. 



















1930 


Promises to be 


ABIG 
YEAR 


for 


and Boats 


EW models, new improve- 
N ments, organized activities, 

and better boats give the 
progressive hardware dealer an op- 
portunity for bigger and better sales 
in 1930. 

Now is the time to prepare for 
the coming season, which should, 
from all indications, far surpass the 
excellent sales recorded during 1929. 

There is no doubt that the out- 
board is here to stay. Scientific in- 
vestigation and modern manufac- 
turing methods have combined to 
produce motors that excel the 
gasoline launch in practically every 
detail. 

The New York Motor Boat Show 
soon to be held in New York, N. Y., 
will embrace displays of outboards 
and boats of the latest types. Fore- 


Window display of the 

American Hardware 

Stores, Bridgeport, 
Conn. 











most among the outstanding features 
for the new motors are improved 
generating systems, new carburetors, 
a better silenced exhaust, more 
power and flexibility in steering. 
3oats are now being manufactured 
especially for use with outboards. 
They are, therefore, designed with 
an eye to power as well as appear- 
ance. 

There will be greater stimulation 
for outboard sales during 1930. 
Regattas and races are now under 
the control of a national body. 
Manufacturers are covering the 
country with educational publicity 


matter that has proved most effec- 
tive. Last, but hardly least, past 
performances and _ thousands of 
satisfied users should prove most 
helpful to the dealer during the 
year. 

Do not wait until spring comes to 
make your plans. Manufacturers 
and boat builders book their busi- 
ness in January. If you wait too 
long, disappointments in orders and 
deliveries are bound to result. 

The outlook for outboard motor 
and boat sales for 1930 is most fa- 
vorable. Progressive dealers are 
now making extensive merchandis- 
ing plans. Don’t wait; act now for 


future sales. 
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tennis and golf accessories are 

now laying merchandising plans 
in anticipation of a most active sea- 
son. As the many items in these 
two lines enjoy heaviest sales dur- 
ing the early months of the year, 
it is vitally important to prepare 
well in advance of the season’s 
opening, which follows closely the 
passing of winter. 

Both tennis and golf, while pri- 
marily outdoor games, have within 
recent years increased tremendously 
as indoor sports. Links in office 
buildings and courts in armories 
have become common. 

However, the greatest drive on 
the dealer for racquets, clubs, balls 
and other necessities comes with the 
first warm weather of spring, when 
links and courts can again be used 
by the devotees of the sports. 

There are some new items among 
the merchandise available to the 
dealer for the 1930 season. The 
larger golf balls are being prefered 
over the now standard size ball, 
and the colored tennis balls have 
been widely accepted during the 
past season. A few new type club 
bags have been placed on _ the 
market recently, while several new 
tennis racquets are available having 
a stringing which can be loosened 


P ROGRESSIVE dealers selling 
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Winter months offer the hardware 
merchant an excellent opportunity to 
formulate sales promotional plans, 
which will have a telling effect, when 
the season for the outdoor sports, 
mentioned above, opens in the Spring. 
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We Carry Your Favorite Golf Rall 


_Kroflite Dunlop 
Silver King U. S. Royal 
Dimple and several others 
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or tightened at will. On the whole, 
golf and tennis merchandise has 
been strengthened in its sales appeal 
so that it will bring to dealers even 
more attractive margins than in the 
past. 

The sporting goods department of 
the hardware store is even easier to 
get started than many other depart- 
ments. The merchandise interests 
a greater proportion of customers, 
it can be tied-up with many cur- 
rent events and sales are aided by 
tremendous publicity campaigns. 

A sporting goods department was 
opened recently by the W. W. 
Conde Hardware Co., Watertown, 
N. Y. This dealer, realizing the 
necessity of starting off well, made 
a concerted effort to win customers 
to the departmént. Special adver- 
tisements, window and interior dis- 
plays and personal selling were em- 
ployed—most successfully. 

The advertisements reproduced 
were prepared entirely by members 
of the Conde staff. The window 
display, arranged by a store em- 
ployee, attracted considerable atten- 
tion and helped establish the new 
sporting goods department, which is 
rapidly becoming one of the most 
profitable units in the large store. 
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Skeet, revolver and trap ranges of the 
Lynn Rifle and Revolver Club of the 
G. E. Co., Lynn, Mass., illuminated 
for night shooting. Opposite page: 
General view of the same club. 


NIGHT SKEET SHOOTING 


ADDS INTEREST TO TRAP SPORT 


ONCEIVED about two years 

ago, by W. H. Foster of An- 

dover, Mass., the new sport of 
skeet has added interest to popu- 
larity of trap shooting. The idea of 
the game appeals particularly to 
brush shooters and is said to be one 
of the most successful mediums fot 
developing the skill of bird hunters. 
From the manner in which the skeet 


course is laid out, it is evident that 
Mr. Foster based the latest innova- 
tion in trap shooting on a_ bird 
hunter with a good dog, a gun and 
wild fowl arising from the ground 
flying out of brush and trees and. 
in fact, taking flight from every 
conceivable angle. 

Two traps are used in skeet shoot- 
ing, and the shooting is done from 


PLAN VIEW SHOWING LIGHTING OF GROUNDS FOR SKEET SHOOTING 
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eight different positions, which are 
located around the range at widely 
separated points. This arrangement 
permits the birds to be thrown at 
different angles and elevations, and 
also allows two birds to be thrown 
simultaneously in similar or vary- 
ing directions. This is the feature 
of skeet which has lent added in- 
terest to the sport of trap shooting, 
as the action of the game more 
closely approximates the shooting of 
wild fowl in flight than straight trap 
shooting. Skeet requires a more 
varied perception of angles and 
leads, singly as well as in double 
combinations at all angles. As the 
game is therefore more difficult than 
ordinary trap shooting, it is more 
beneficial to the shooter and more 
enjoyable. 

Interest in skeet shooting is be- 
coming nation-wide in scope, and 
skeet clubs are springing up in many 
localities. Just recently a system of 
floodlights was installed on the 


grounds of the Lynn, Mass., Fish 
and Game Association, and skeet be- 
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came a night sport. Night shooting 
has proved as successful and ac- 
curate as daylight shooting. It would 
appear from reports that the night 
shooter can pick up his bird quicker 
than he can in the daytime. During 
the past summer, the Lynn Rifle 
and Revolver Club conducted its 
first skeet shoot under floodlight 
illumination. Sportsmen from vari- 
ous parts of New England were 
present and Walter Peterson of 
Lynn broke the first 25 straight at 
skeet ever shot in artificial light. 
He was thereby qualified for the 
“Twenty-Fivers-Club,” which cor- 
responds to the “Hole-In-One”’ club 
in golf. 

Under floodlighting, the vellow 
ring on the clay targets shows up as 
white, and experts on floodlighting 
assert that this is the most con- 
spicuous color at night. Further- 
more, it was noticed by the shooters 
that there is a distinct advantage in 
correction of aim while shooting un- 
der artificial light. The onlooker 
as well as the shooter can observe 
the glitter of the shot as it passes 
the bird in case of a miss and can 
readily determine whether the lead 
should be lengthened or shortened. 
When the miss is occasioned by the 
flinching of the shooter, the lighting 
shows exactly where the shot passes 
the bird and the shooter can over- 
come this difficulty. The only ob- 
vious disadvantage of night shoot- 


Hardware merchants 
who encourage skeet 
will profit from the 
resultant increased 
sales of guns, shells 
and trap shooting 
equipment. Some 
dealers have installed 
a skeet range at their 
own expense and 
have thus created a 
new outlet for this 
merchandise. For this 
reason the outlay was 
considered a profitable 
investment. 


ing lies in the fact that the gun wad 
is sometimes difficult to distinguish 
from a broken or chipped bird. It is 
therefore natural for the shooter to 
claim a hit, but as the referee or on- 
looker is in a better position to judge 
the hits and misses, his decision is, 
of course, final. 

F. W. Ralston, lighting engineer 


of the General Electric Company, 
in consultation with members of the 
club, planned and installed the flood- 
lighting system at the Lynn skeet 
range, which is described as fol- 
lows: 

“The lighting equipment used for 
illuminating the range includes six 
projectors equipped with 1500-watt 
lamps and clear lenses and two units 
with 1000-watt lamps and lighting 
stippled lenses. All are equipped 
with shields and visors to restrict 
the widely spread light from caus- 
ing glare. A total intensity of 1% 
million candlepower is used. 

“At Station 1, the larger trap 
house, two of the larger projectors 
are mounted above and at one side 
of the trap house and a few feet to 
the rear. On the other side of the 
trap house is a similar projector; 
and on the front of the house, just 
below the window through which 
the birds are thrown, there is one of 
the smaller projectors with stippled 
lens and a shield on one side to keep 
the light from the eyes of gunners 
at Stations 2, 3, 4 and 5. 

“At Station 1 there is enough 
stray light from the floodlighting 
projectors so that the gunnet is able 
to sight without difficulty. At Sta- 
tions 2, 3, 4, 5 and 6, it was neces- 
sary to erect a post and mount a 
small unit with reflector and 100- 
watt lamp which is lighted when 

(Continued on page 95) 
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BAT TER UP! BASEBALL'S COMING 
VNGHAM 
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AJOR league ball teams are 
M preparing for spring train- 
ing. Thousands of hard- 
ware dealers are starting to plan for 
a baseball season, which, from all 
indications, should far surpass that 
of the season recently ended. 
There will be more log- 
ical customers interested 
in baseball supplies this 
year than ever before. 
The American Legion re- 
ports that its program of 
organized baseball among 
the boys of the country 
was most successful. Dur- 
ing the coming months 
the major league organi- 
zations are going to sup- 
port to an even greater 
extent the Legion’s effort 
to have as many boys as 
possible play baseball. 
The dealer selling base- 
ball supplies is, therefore, 
in a better position at 
present than he was a year 
ago when it comes to the 





sales possibilities of baseball goods. 

From April through September, 
dealers can display, promote and 
sell baseball equipment. There is 
widespread publicity on the game 
which he can use to advantage in 
his efforts to stimulate sales. Action 






photos to “pep up” his 
displays are not difficult 
to secure from newspa- 
pers, and manufacturers 
announce new and most 
attractive dealer helps. 
Plan now and profit later. 
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ISOLATE THE GERM 


By SAUNDERS NORVELL 


detective story. He also wrote poetry that has made 
him immortal. All of the educated world has read 
his poem “The Raven.” 

Poe had some peculiarities. His work required the 
greatest concentration. Poe hated daylight and he loved 
darkness. When he visited Paris he would lock himself 
in his room, pull down the shades and write by the light 
of a single candle. When darkness would come on he 
would dress and start out to spend a pleasant evening. 
The point is that in darkness Poe could concentrate. 

I knew a man who was very fond of music. When 
we would go together to the opera, during some of the 
greatest scenes he would sit with his eyes closed. Some 
people thought he was asleep, but he wasn’t. He said 
that he went to the opera to hear the music, and that he 
always closed his eyes so he could concentrate on the 
music. When he kept his eyes open, what they were 
doing on the stage diverted his attention. He could not 
concentrate. Therefore he closed his eyes. 

ea 

For the past week I have been sick in bed, with 
instructions not to see anybody. I had a bad throat, and 
was not allowed to talk. However, I was permitted to 
read. What a wonderful time I have had just concen- 
trating on what I was reading without any interruption! 
Being sick was a very small inconvenience compared with 
the great pleasure of being able to read what I pleased 
all day and most of the night. 

This is my last article to be dictated in the old year. 
One little thing I read was quite interesting. When 
Edison was a telegrapher, when he shut off the wire for 
the night he simply clicked off the number “30.” This 
meant the finish, or “Good Night.” So this “30” was 
adopted by all the telegraphers of the country to say 
“Good Night,” or “Goodbye,” or “It is finished.” 

So this article to the trade is my No. 30. The last 
article of a very interesting but very irritating year. 

Among the magazines I have been reading was Forbes 
Magazine of Business. I have always liked to read this 
magazine because it is snappy. The writers write as if 
they were not afraid to say what they thought. Forbes 
do not seem to be very much afraid of their advertisers 
or their subscribers. They just shoot the stuff. 

Speaking of shooting reminds me, I saw a cartoon in 
the last number of College Humor. A wife at the open- 


F sci ALLAN POE was the father of the modern 


ing of the New Year walked up to her husband and 
said: “Jim, I wish to have a serious talk with you.” 
“All right,” Jim answered, looking up from his news- 
paper, “shoot.” The lady drew a gun and shot. Jim 
was the most surprised man in the world. I read Col- 
lege Humor, as I was curious to know what kind of 
humor the young people like. It is pretty strong stuff 
in spots, but it’s funny. College Humor gives a cross 
section of the young academic mind. 

But to get back to my friend Forbes. He has an 
article in his magazine, “Price Cutting Does Not Fit 
Hoover Rules.” This article is copyrighted, but what 
is a copyright between friends. Mr. Forbes writes as 
follows: 

“If price-cutting wars should begin to rage, then 
promises and pledges not to reduce wages would become 
mere scraps of paper. 

“Prosperity would thus be hurt, not helped. 

“Will temptation to resort to unwarranted price cut- 
ting be resisted? 

“President Hoover has enlisted the cooperation of all 
our main economic groups in attempting the unique ex- 
periment of handling a financial panic by entirely new 
methods. Under the old rules workers were immediately 
laid off, cut-throat price competition was launched, wages 
were reduced, strikes were incited, everybody became 
alarmed and drastically curtailed spending. 

“Under the rules propounded at Washington such 
practices were foresworn. 

“But if one or more of the most vital of the new 
rules be broken it is inevitable that others would go by 
the board. Thus, if fierce price cutting should set in, 
prompted solely by the motive of getting business away 
from rivals, it would be found impossible to maintain 
high wages. J. P. Morgan & Co., Kuhn, Loeb & Co., 
Speyer & Co., National City Bank, Chase Bank, Guar- 
anty Trust Company, Dillon, Read & Co. and others 
sometimes bid for ‘all or none’ of a New York City or 
other municipal or State bond issue, meaning that if 
they are not awarded the entire issue they will not take 
































any of it. The new Hoover rules must, if they are to 
prove workable, be accepted on an ‘all or none’ basis. 
“Price maintenance is the keystone of the whole 
Hoover design and structure. 
“Several letters have come from presidents and other 
executives of corporations warning against the unleash- 
ing of price cutting. One president writes, in part: 


“*A number of manufacturers and distributors, in 
their endeavor to keep their plants and warehouses in 
operation, will doubtless offer so-called differential or 
cut prices below a fair and reasonable price in order to 
obtain orders. A condition of this kind causes eco- 
nomic losses to the corporation itself and to the trade 
in general. 

“‘THE PURCHASING DEPARTMENTS OF 
LARGE CORPORATIONS WOULD DO WELL 
TO BEAR THIS IN MIND AND OFFER TO 
PLACE THEIR BUSINESS AT FAIR AND 
REASONABLE PRICES RATHER THAN TO 
THE COMPANY WHO OFFERS AT DISAS- 
TROUSLY LOW PRICES.’ 


“A sales manager sends an elaborate statistical state- 
ment to prove the shortsightedness and unsoundness of 
indiscriminate price cutting ‘in a blind strife for volume.’ 
He adds: 

“*The strongest force making for price reduction 
is the need to keep up volume to absorb the overhead. 
Plans to reduce expenses, to intensify the sales effort 
or to broaden the market take time and hard work. It 
is so much quicker and easier to cut the price. Too 
seldom it is realized that soon the other fellow will be 
forced to do the same. 

“*To be sure, there are times when sacrifice to 
maintain volume is good business. But a decision to 
sacrifice involves responsibility to forecast results and 
weigh them against alternate considerations. To illus- 
trate: 

“ “Take a business with an overhead of $1,000. Its 
unit cost is $1, and it does a 2000 unit business. Thus: 
(nit cost, $1; overhead, .50; $1.50. 

“*This shows $1.50 as the “break-even” sales price. 

“But competition gets keen. A 10 per cent price 
cut is made. Sales price now $1.35, leaves only 35c. 
for overhead. In order to break even, sales would 
now have to be increased to 2857 units (42 per cent) 
—35c. at 2857 units equals $99.95. But a 42 per cent 
increase is extremely difficult, and a 20 per cent in- 
crease (2400 units) would be more reasonable. How- 
ever, this would result in a loss—35c. at 2400 units 
equals $8.40, or a loss of $160. If the price reduction 
failed to increase business, and only the normal 2000 
units were sold, the loss would be $250—35c. at 2000 
units equals $750. 














“Tf the price was maintained at $1.50, the business 
could lose 16 per cent sales volume (320 units at no 
more loss than $160, and could lose 25 per cent sales 
volume (500 units) at no more loss than $250. 

“*The business decides on a 10 per cent price in- 
crease, to $1.65. Now we have 65c. for overhead, so 
we can take a 23 per cent loss in sales volume (461 
units) and still break even; 65c. at 1539 units equals 
$1,000.25.’ 

“Less business at a fair profit is better than an arti- 
ficially stimulated increase in business at a loss. Re- 
member, always, that the other fellow can also play the 
price-cutting game. Then your last state is worse than 
your first. 

“So beware of unjustified price cutting.” 

I have copied the above from Mr. Forbes not to 
advertise him or his magazine, but because I think of 
all the things I have read since I have been confined to 
my bed, this article by Mr. Forbes is the best, as it 


applies to American business for 1930, 
* 2. 8 


Today I came down to my office against the advice of 
my doctor just to clean up the most important of my 
mail and to write this article. The telephone has just 
rung, and an old friend of mine, the secretary of a 
very important jobbers’ association in another line of 
business, told me he wished me to speak to these jobbers 
here in New York the latter part of January. “There 
is a message I wish you to deliver to them,” he said, 
“and you are the best man in the country to deliver this 
message because it is generally believed that you have 
been the true friend of the jobber. Therefore, what you 
have to say to jobbers will be listened to by them.” 
“No,” I replied, “you have the wrong man to do this 
job. I am off jobbers forever. If I should get up be- 
fore any jobbers’ association in any line, in my present 
state of mind, I would’ say things that they would not 
like. I would make a lot of enemies. 

“Well, what would you say,” my friend inquired, “if 
you said exactly what you thought?” Then I told him 
just what I thought about jobbers and how foolishly 
they cut prices. I told him there was a certain industry 
where prices had been badly demoralized all through 
1929. Everybody in the industry—jobbers, manufactur- 
ers and retailers—were sick and disgusted with the man- 
ner in which the goods were distributed. 

“Now,” I said, “as a result of months of hard work, 
of meetings night and day, this industry was fixed up 
with a set of rules to bind the industry. The jobbers 
in this industry wished to have things fixed. The man- 
ufacturers went to work and at great expense of energy, 
time and money have done the best that could be done. 

“The jobbers of the country have been advised of the 
new situation, and just today, by long distance, it has 
been reported to me that a small jobber, when he heard 
of the stabilization of the industry, gave his salesmen 
authority to sell the goods at the old prices, to ship 
them out of his stock next year and to give spring 
dating.” 

(Continued on page 97) 
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Brilliant scarlet and 
grey color set off 
with a black line 
makes these 8 x 11 
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and effective. They 
are lettered with the 
speed pen men- 
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P | NHE very first thing taught all 
beginners at show card writ- 
ing is the construction of the 

ARABIC NUMERALS 0 to 9. On 

account of their indisputable legi- 

bility and graceful design, they are 
today, the most popular of all types 
of numerals. 

The student of lettering naturally 
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takes to numerals more quickly than 
the alphabet of letters, for the sim- 
ple reason that he is more at home 
making “figures” than’ he is at 
“printing.” The figures he is con- 
stantly making every day are not 
a great deal unlike the ones shown 
here on the plate. The greatest dif- 
ference being in the three figures 
4, 6, and 9, shown at the bottom of 
plate. 

The first line of solid black fig- 
ures shown at the top of plate were 
executed by the single-stroke meth- 
od—meaning that instead of out- 
lining each figure with a small pen 
and afterwards filling in the centers 
with a solid color, they were con- 
structed by three or more solid fin- 
ished strokes. 

The beginner should first have a 
perfect knowledge of exact forma- 
tion of each numeral before he at- 
temps to produce them with a series 
of single solid strokes. This knowl- 
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edge is best gained by following 
these instructions: 

In general, just a book of alpha- 
bets gets a beginner so far, then he 
is apt to strike a snag with the re- 
sult that his enthusiasm and ambi- 
tion to learn show card writing is 
likely to wane. 

Every reader of HARDWARE AGE 
who is interested in these lessons is 
invited to correspond with the writ- 
er. All those who desire further ex- 
planation on any subject pertaining 
to these lessons will receive a prompt 
reply. 

The Gothic letters A BC DEF 
G, illustrated on plate herewith were 
made with a number 2 drawlet speed 
pen. The constructive strokes of the 
pen in modeling these letters are 
shown more faintly in the line of 
letters directly underneath. 


a IE letter “A” shows the start- 
ing of the first stroke at the left, 
stopping within a fraction of an inch 
of the base guide line, the pen is 
then removed and rolled sideways 
between the thumb and first fingers. 
In this position the tip of the pen 
evens off the bottom of stroke one. 
Stroke two is done in the same man- 
ner. Stroke three, the center cross 
bar is made with the pen held side- 
ways also. With the pen still in the 
same position, the letter is evened 
off at the top guide line. The letter 
“B” requires four single-strokes to 
complete, and the letter “C” three 
strokes. The lines drawn on a slant 
through the letters show the start- 
ing and stopping points of each sin- 
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gle stroke. The beginner should 
bear in mind that the longest 
sweeps or strokes composing any 
letter must be made first, and they 
should be made in a bold free-hand 
manner, and not by a series of short, 
stubby strokes. The drawlet speed 
pen is made of the best quality flex- 
ible steel. Requires no “breaking 
in,’ will not spread like a brush or 
ragged lines. 


irregular or 5 
break un- 


make ‘ 
Furthermore, it will not 
der heavy pressure. 

The speed pen comes six in a box, 
all different sizes. Nos. 1, 2, 3, 5, 6 
and 7. The to 5 are 
made for all round or roman let- 
ters, and Nos. 6 and 7 are for 
square or block letters. Nos. 5 and 7 
will make letters up to three inches 
in height. 

In general appearance the speed 
pen is like the ordinary steel pen 


sizes 1 


12345678910 


with these differences: (1) Instead 
of the usual points, the nibs consist 
of two hemispherical, flat surfaces, 
with a fine split between them. To- 
gether they form a perfect circle, 
so that whenever the pen is placed 
on paper it produces a solid circle of 
ink or color, and, if it be drawn 
along, a solid, uniform line with 
those perfectly rounded terminals so 
difficult to obtain with other letter- 
ing pens or drawing instruments. 

(ZA 
each pen which holds sufficient ink 
to make several letters, and renders 
unnecessary frequent dipping in the 
ink bottle. 

Ordinary pen holders may be used 
for any of the sizes in which these 
pens are made. The No. 1 speed 
pen is the general favorite for all 
small lettering ; No. 2 makes a med- 
ium stroke; No. 3 a stroke rather 


reservoir is attached to 
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only an ample quantity of 


broad in width; No. 5 
makes a very broad 
stroke. The rectangular 
points No. 6, broad; No. 
7, very broad. 

These six different 
styles give _ practically 
every desired effect. 

Care should be exer- 
cised, when dipping the 
speed ball pens into the 
show card ink, to take up 


ink. If too much ink is 
on the pen it will, of 
course, blot as does an 
ordinary pen or cause the 
edges of the letters to 
have a ragged appear- 
ance. 

Nearly every color of 
the rainbow is available 
in show card _ colors, 
which are in reality 
water colors. Very at- 
tractive effects can be 
easily produced by the 
novice with a little prac- 
tice. After the general 
principles have been 
mastered the beginner 
will find that he will be 
able to produce more at- 
tractive show cards than 
is possible with a brush 
and in a rapid 
manner. Old news- 
papers, furnish a good 
surface for practicing the 
formation of the letters. 
The between 
columns will serve as a 
guide for the size and 
proportions of the letters. 
if large letters are to be 
used, make sure that a 
fairly large pen is used. 
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DISCOUNTING BILLS 


Will Help Reduce 
Distribution Costs 


By L. M. KRIEG* 


L. M. KRIEG Hardware Merchant, Newark, Ohio 
Vice-President, Ohio Hardware Association 


ISCOUNT is a premium offered by the seller to 
the purchaser for the payment, within a specified 
time, and the “specified time” should have em- 

phasis, for merchandise bought. The usual amount of 
this premium is 2 per cent, and the customary time is 
ten days from date of invoice or by the tenth of the 
following month, or thirty days net. When you pur- 
chase a bill of merchandise, you have contracted an obli- 
gation which must be met sooner or later and must be 
paid if you are to continue in business. 

I wonder just how many merchants realize just what 
the saving of this premium amounts to in a year’s time, 
not only in cash but in the matter of price consideration. 
Should you be fortunate enough to have funds drawing 
interest at the rate of 6 per cent per annum, you would 
receive one-half of 1 per cent per month, or 50 cents for 
each $100 so invested. You purchase a bill of mer- 
chandise amounting to $100, and if you pay this within 
the specified time you deduct $2 and remit $98, your 
discount account taking credit for the $2 so deducted 
You have made an amount equal to four months’ in- 
terest at the rate of 6 per cent per annum by this trans- 
action. Thirty days rolls around and the invoice is due 
to be paid for the full amount; you have had the use 
of this money for twenty days beyond the discount 
period, and you find that the use of this money has cost 
you $2, rather a high rate of interest. As a sample of 
what discount may amount to over a period of years, 
I will use the figures from my own business in an aver- 
age Ohio city of 30,000 population. Our purchase dis- 
counts for the past ten years have amounted to $19,- 
554.40, an average of almost $2,000 per year. Think 
of the many things that this money will do for you; 
it pays our county taxes for two years or the delivery 
cost for one year, or it pays our light, heat, telephone, 
telegraph, and office supplies for one year, or it would 
pay the advertising for one year or a 5 per cent divi- 
dend on our capital stock. In the face of all these econo- 
mies we cannot do otherwise than discount our bills. 
This is one of the easiest ways of making money, and 
surely, if a merchant stops to think of the high per- 
centage made in this way, he will give the matter his 
most serious attention. 

There are periods during the year, especially in the 
early spring, when ready cash may not be available with 
which to discount your bills, but you should have your 


* Address before recent Ohio Hardware Association Convention. 
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credit so established with your bank that you will have 
no trouble in borrowing money with which to pay these 
bills and not only save the discount but establish a firm 
credit with those from whom you purchase merchandise. 

Your banker will always be glad to loan you money 
when you show him that your business is conducted 
along sound and economical lines, for he is dependent, 
to a great extent, upon the success of the mercantile 
business, and sound risks are his source of livelihood. 
Form close contacts with your banker and you will find 
them to be among your most valuable assets. 

From inquiry made from several of the Ohio jobbers 
we find that about 60 per cent of their customers dis- 
count their bills; they feel that the merchants who dis- 
count bills are of the highest type and are conducting 
their business along the most economical lines. 

The manufacturers say that about 80 per cent of their 
customers discount their bills, showing that the jobbers 
and direct buyers are more alert to the advantages of 
the cash discount. 

How does the discounting of your bills affect your 
price situation. You all know from your own experience 
that if any price concessions are made to your custom- 
ers, it is made to those who pay promptly and not to 
those who take their good and ready time in paying, 
so it goes with the manufacturer and jobber. It is only 
the natural thing for the salesman and his house to know 
that a customer discounts his bills, and if this salesman 
is in possession of any valuable information which may 
affect prices in the future, or if the salesman should be 
carrying any special prices, he will certainly give them 
to the customer of the type who discounts his bills rather 
than to one who pays his bills whenever he may choose 

I feel that it should be well to mention at this time 
the abuse of discount. There is a tendency, on the part 
of some, to stretch the terms from ten days to fifteen 
and even twenty days; this is going to help break down 
the extension of discount terms, a thing we should not 
wish to see happen. I am sure that you men appreciate 
that it is just as important to take care of your bills 
promptly, in order to secure your discounts, as it is to 
pay the correct amount of an invoice. 

The 2 per cent may seem a very small item to you, 
but in these days of keen competition it behooves all 
of us to take advantage of every item that may be a 
determining factor in showing a profit at the close of 
the year’s business. 




















Radio Profits Surprised Beatty 


Profit Puller No. 30 


Opportunity awaits the hardware merchant who will 
study the needs of his community according to Hobert 
R. Beatty of Clinton, Ill., who related his experience 
with radio in this regard. 

Mr. Beatty said his brother had attempted to con- 
vince him of the possibilities awaiting the firm in radio, 
but that he remained dubious regarding it until he 
finally agreed to give it a trial in 1926. The first order 
for radio sets placed by the firm comprised thirteen sets 
and of these four were sold the first day. He attributed 
a 60 per cent increase in business during 1928 to the 
rapid expansion of the firm’s radio business. 


Sells Wire Screen By Lineal Yard 


Profit Puller No. 31 


Hardware dealers should emulate the methods of 
some of the chain stores when quoting prices on screen 
wire, according to Frank Burke of Waukegan, III. 
He pointed out that most dealers price screen wire by 
the square foot and as this method is rarely understood 
by the average housewife, it places the hardware mer- 
chant at a disadvantage. 

When a woman needs screen wire, she of course 
knows the dimensions of the size required in feet and 
inches, but a price of “so much a square foot” is usually 
a mystery to her. Consequently, if she has a limited 
amount of ready cash, she will refrain from buying by 
the “square foot,” rather than run the risk of being 
embarrassed through not having sufficient change. In 
the Burke store all wire screen is priced by the lineal 
yard which the customer readily understands. At the 
same time it is easier for the salesman to figure when 
quoting prices. 


Leaders Bring New Customers 


George Fager, Cicero, IIl., carries several leaders 
which are sold at cost or less. This he considers a 
part of his advertising, and one which pays well in an 
indirect way. Such specials offer a strong lure to the 
women of his neighborhood, and serve to bring many 
new customers into the Fager store. 
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Mr. Fager suggests that the articles selected as no 
profit leaders should preferably be items having a 
short life and of the sort that are used daily. Articles 
of this description constantly require replacement. 
Towels and brooms are two articles which have been 
used as specials by the firm with excellent results. 
Leaders for men should be avoided according to this 
merchant, who declares that women alone are the 
bargain seekers. 


Built Profits By Selling Quality 
Profit Puller No. 33 


In order to convince himself that it is often just as 
easy to sell quality as it is to sell price, Franklin C. 
Schlitt, Schlitt Hardware Company, Springfield, IIl., 
tried an experiment with lock sets. 

For a specified period, he resolved that the firm 
would make a genuine effort to sell a solid bronze lock 
set to every lock set prospect, instead of plated steel. 
A comparison of the two locks was always made and 
this was strengthened by an informative sales talk 
favoring the bronze lock. Results were most gratify- 
ing. The firm found that it was possible, in most in- 
stances, to sell the quality lock with little difficulty and 
instead of making a 30 per cent margin, the store made 
a 50 per cent margin on the same transactions. 


Doughnut Festival Builds Business 
Profit Puller No. 34 


A unique trade builder employed by the Roswell 
Hardware Company, Roswell, New Mexico, takes the 
form of a Doughnut Festival, which is held just be- 
fore Thanksgiving. 

Doughnuts and coffee are served to store visitors 
gratis, during the afternoon and night, as the store 
stays open until 9 P. M. on the day of the Festival. 
Nearly eight hundred visitors were in attendance on 
the last occasion. It is conducted strictly as a good 
will proposition and store advertising is not con- 
nected with the event. Nevertheless, the cash register 
indicates at the end of the day that the firm has made 
a good investment in coffee and doughnuts. No espe- 
cial attempt is made to solicit sales and it is an “open 
house” social affair, but attractive displays of season- 
able articles prove too tempting for the visitors to 
resist. 
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HAMP WILLIAMS 


AST evening our firm served a dinner to our em- 
ployees and I informed them that on or about Feb. 
1 we would open a school for our employees where 
our young men and women would be taught salesman- 
ship by a competent teacher and given an opportunity to 
learn it by practice. Outside of their regular hours in 
our store they will be required to devote one or more 
hours per day in trying to sell some one or more items 
of merchandise carried by us, they to receive a portion 
of the net profits derived from each sale. There will 
be two ways of computing profits—one for cash sales 
and the other on installments. These profits are to be 
determined by a governing board of three, consisting 
of two members of the board of directors of the Hamp 
Williams Hardware Company and one of their number, 
settlements to be made every thirty days—further details 
to be worked out later. 

Anyone in our employment is eligible to join this club 
and will be subject to all its rules and regulations. Ap- 
plications for membership will begin this Thanksgiving 
Day, Nov. 28, 1929, and must be written in the appli- 
cant’s own handwriting. That application will be passed 
upon by the board of directors heretofore mentioned, 
and that board will be selected by me. 

In talking to these young people at this dinner I told 
them that we had been trying for six months to find 
three specialists—a merchandiser, a special paint sales- 
man and a furniture man at salaries ranging from two 
to three thousand dollars or more annually. If there is 
any one of these specialists in Arkansas, he -is already 
employed—and we know there are some. So I have 
determined to train men in my own organization. Those 
who will not try to meet the requirements will be let 
out. 





THANKSGIVING DAY 


By Hamp Williams 


We have spent fifteen to twenty thousand dollars this 
year modernizing our store and buildings, which are up 
to date on every point except salesmen and merchan- 
disers. Now we are going to spend some money train- 
ing our employees, and by the time we get them trained 
we hope to be lined up with some jobber or chain 
(jobber preferred) who will agree to sell us merchandise 
at a price to meet any and all legitimate competition with 
a reasonable profit left for us. 

Instead of us being in the market for three specialty 
men now, we are in the market for a man to teach our 
school and carry on a daily demonstration at our store 
teaching us how to sell, how to display and how to 
advertise and prove it as he goes. We have a splendid 
accounting system, good location, beautiful store build- 
ing—three and one-half stories, 110 by 150 feet—and 
a good trade already established and going. 

Since starting this article I received a copy of the 
Harpware AGE and find your editorial titled “Trade 
Winds’—which I always read. You and I must have 
been thinking about the same thing at the same time, 
because your plan fits into mine perfectly—that is, to 
have the jobbers and manufacturers instruct our sales- 
men how to sell their merchandise; but in addition to 
this I want a merchandiser to stay on the job, carry out 


‘ the instructions of the jobber and manufacturer and ini- 


tiate new ideas in salesmanship every day. New ideas 
are being born in some fertile brain every day, and the 
old are dying every day. Every salesman should use 
the plan of approach which is best suited to him, and it 
requires a teacher to determine these facts, which can 
only be obtained by observation and application. 


Farm Market Prices Gain in 





Railroad Earnings for Year 
Established Ten-Year Record 


The country’s important railroads for the 
past year reached a total of $1,282,000,000, 
representing a return of 4.99 per cent, the 
highest in ten years, according to the pre- 
liminary reports of the American Railway 
Association. R. H. Aishton, president of 
the association, in a formal statement said 





this high figure was the result of one of 
the greatest freight traffic volume years in 
history and the “highest operating efficiency 
and economy ever attained.” 

The railroads’ financial programs for 
1930, he added, show that their budgets 
calls for the expenditure of $1,050,000,000, 
of which $680,000,000 will go for roadway 
and structures and $370,000,000 for equip- 
ment. 





Most Recent Reports 

The year begins with the farm markets 
in somewhat better condition. More ad- 
vances than declines featured the last week 
of 1929, and some improvement in mar- 
ket sentiment resulted. Such leading farm 
products as grain, live stock and potatoes 
showed a rising tendency, owing mainly to 
lighter market supply. 
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Sargent & Company Announce 
Changes in Personnel 


Sargent & Co., hardware manufacturers, 
New Haven, Conn., have announced several 
changes in their executive personnel. The 
changes became effective Jan. 1. 

F. L. Stellwagen, who for many years has 
been manager of trade sales in New York 
City, has been transferred to New Haven, 
where he will assume important work under 
the supervision of the general sales depart- 
ment. 

W. N. Thomas, advertising manager, 
will also serve as merchandise manager in 
the future, while Henry Fasig will be man- 
ager of the catalog and printing depart- 
ment. 

The New York organization will con- 
tinue under the general management of 
F. W. Robbins, and Horace J. Crawford 
will be manager of the trade sales depart- 
ment. A. L. Burnett becomes manager of 
the contract sales department. 

The company will continue its well- 
known policy of carrying a well assorted 
stock of merchandise at their warehouse at 
Centre and Leonard Streets, New York; 
Wacker Drive and Randolph Streets, Chi- 
cago; as well as at the central factory and 
warehouse in New Haven, Conn. 





New York Hardware Jobber Says 
Price Cuts Are Needless 


Any tendency on the part of manufac- 
turers to cut prices merely to move their 
stocks should be frowned upon by all pro- 
gressive jobbers, whether in the hardware 
or any other field, William L. Blumberg 
said recently. Mr. Blumberg is a member 
of the board of governors of the Metro- 
politan Hardware and Housefurnishings 
Association and president of William L. 
Blumberg Co., Inc., hardware jobbers of 
31 Warren Street, New York City. 

“Business conditions do not warrant any 
such concessions,” he continued. “If they 
are made they will only result in forced 
sales all along the line, and eventually will 
produce an unhealthy market condition.” 

In support of his opinion Mr. Blumberg 
recently circularized more than 150 manu- 
facturers of hardware and household fur- 
nishings. He urged them to refrain from 
price reductions in all cases except where 
actual savings in production or raw mate- 
rial costs made lower prices possible. 





David-Franklin Company Moves 
to New Modern Building 


The David-Franklin Co., Inc., manufac- 
turers of “Everclean” and “Jewel” china, 
bathroom fixtures and housefurnishing ar- 
ticles, formerly located at 125 S. 20th St., 
Irvington, 'N. J., have moved into their 
new building at 97 Newark Way, Maple- 
wood, N. J. Actual production will be 
continued in the Trenton, N. J., plant as 
heretofore, but the new quarters will house 
the main office of the company, the packing 
and assemblying departments and the ware- 
house for metropolitan and export trade. 

Construction of the new building is of 
the most modern type, so built that five ad- 
ditional stories can be added as they are 
required for future expansion. The rapid 


growth of the company has instituted a 
program of almost continual expansion dur- 
ing the past four years. 

As in the past, the company will continue 
its policy of exclusive distribution through 
hardware and housefurnishing jobbers. 





Bihler Is New President 
of Lindsay Hardware Co. 


A. J. Bihler has been elected president 
of the James C. Lindsay Hardware Co., 
Pittsburgh, succeeding the late Thomas 
McMurray. L. C. Bihler, a»brother, has 
been made vice-president of the company, 
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but will not serve in an active capacity, 


traffic manager and assistant to the presi- 
dent of the Carnegie Steel Co., Pittsburgh. 
Mr. Bihler is well and favorably known 
in the Pittsburgh district, as well as in 
national hardware circles, having been as- 
sociated with the Lindsay company for 
| nearly 47 years. He has been vice-presi- 
| dent for 17 years, and previously was treas- 
urer. In his new capacity he will continue 
to serve as treasurer of the company. 
| He has always been active in the affairs 
|of the National Hardware Association, 
| having served as president of that organi- 
| zation, and is at present a member of the 
advisory board. At the Atlantic City con- 
vention he has taken a prominent part in 
every activity of the association designed 
to better conditions within the hardware 
industry. 


Wilson Named Mdse. Manager 
for General Electric Co. 


Charles E. Wilson, formerly assistant to 
the vice-president, has been named manager 
of the Merchandise Department of the 
General Electric Co., Bridgeport, Conn., 
according to an announcement by Vice- 
President C. E. Patterson. Mr. Wilson, 
who succeeds the late H. C. Houck as 
manager, will continue to have supervision 
of manufacturing, engineering and _ sales 
activities of the department. 





retaining his present position as general | 


Two-Wheel Goods Manufacturers 
Recently Effected Merger 

J. C. Meyers, general manager of the re- 
| cently organized Juvenile Products Co., 

Toledo, Ohio, has consummated a merger 
| with the Monarch Mfg. Co. of Tiffin, Ohio. 
| The new organization will be incorporated 
| under the name of the Monarch Prod- 
ucts Co. 

F. B. Cramer, formerly executive of the 
Monarch Mfg. Co., will serve as president 
of the new company, while Mr. Myers will 
be vice-president and general manager. | 

This arrangement provides a modern fac- 
tory building, which permits the progres- 
sive system of production to be installed. 
The Monarch plant is said to have unsur- 
passed shipping facilities, as Tiffin is served 
hy the B. & O., N. Y. C. and Pennsylvania 
Railroads. 

Production will be supervised by a group 
| of experienced production executives, some 
of whom have supervised the development 
and production of quality wheel goods for 
many years. 

“With the vastly improved manufactur- 
ing facilities,” says Mr. Meyers, “we will 
| be able to supply the market with a line 
| of children’s vehicles of high quality at 
| remarkably reasonable prices. The first 

consideration will be quality in design and 
finish.” 





Claud J. Pope Dies in Iowa; 
Represented Natl. Brass Co. 


Claud J. Pope passed away on Dec. 14 
at Ackley, Iowa, after a brief illness. 

Mr. Pope was born at Stanton, Mich., on 
| March 10, 1875. For the last nine years 
he had represented the National Brass Co. 
of Grand Rapids, Mich., in the States of 
Iowa, Minnesota and North and South 
| Dakota, and resided at Minneapolis, Minn. 
| Previously he had represented the Norwalk 
Lock Co. of Norwalk, Conn., for 
twenty years in the New England States. 

He is survived by his widow, a daughter, 
Miss Esther Pope, and two brothers, Glen 
W. and Verne B. Pope of Grand Rapids, 
Mich. 

3urial was held at 


Dec. 21. 





over 


Stanton, Mich., on 


General Electric Executives Shift 
to RCA Radiotron Co. 


T. W. Frech, vice-president of the Gen- 
eral Electric Co., has been granted a year’s 
leave of absence, effective Jan. 1, to be- 
come president of the RCA Radiotron Co. 
G. C. Osborn and W. T. L. Cogger have 
resigned from the General Electric Co. to 
become associated with the RCA Radiotron 
Co. as vice-president in charge of sales 
and vice-president in charge of manufac- 
turing, respectively. 

J. E. Kewley has been appointed acting 
manager of the incandescent lamp depart- 
ment, effective Jan. 1, M. L. Sloan has 
been appointed assistant manager of the 
incandescent lamp department, and E. E. 
Potter has been appointed general sales 
manager of the Edison division of the in- 
candescent lamp department. 
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Boston Varnish Company Elects 
Four New Directors 


At the annual meeting, held at the fac- 
tory in Everett, Mass., on Dec. 28, stock- 
holders of the Boston Varnish Co. elected 
C. F. Eberle, H. A. Hall, Jr., F. J. Lane 
and C. A. Dana Redmond to the board 
of directors. In electing these men to 
the directorate, the stockholders of this 
well-known New England firm, which en- 
joys world-wide prominence as the manu- 
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facturers of “Kyanize” varnishes and enam- 
els, are making the first move in a very 
ambitious expansion program designed to 
largely increase the production and sale 
of their products. Each of the new group 
of directors are young executives of the 
company, who have already made mate- 
rial contributions to the success of the 
firm. 

C. F. Eberle, has served the company 
for the past twelve years in the capacities 
of salesman, foreign traffic manager and 
assistant sales manager, in which latter 
position he is now engaged. 

After graduating from Dartmouth in 
1926, H. A. Hall, Jr., joined the company, 
which was founded by the father, H. A. 
Hall, Sr., and James B. Lord of Win- 
chester in 1900. Mr. Hall has concerned 
himself chiefly with the production phase 
of the business, as chemist and most re- 
cently as purchasing agent. 

Mr. Lane joined the company after his 
discharge as an ensign in the navy during 
the war. His efforts in the sales depart- 
ment brought him the managership of the 
Western ‘New York territory, with head- 
quarters in Buffalo. At present he is a 
divisional sales supervisor, with headquar- 
ters at the home office. 

Joining the company in 1917, C. A. Dana 
Redmond has served the company as ad- 
vertising manager. He will continue as 
director of advertising, where, under the 
approved expansion program, his responsi- 
bilities will be largely increased. 

In announcing the election of these four 
men to the directorate, James B. Lord, 
president of the company, stated that the 
governing board of the company was thus 
increased from five to nine, and that since 
sales have steadily increased, it became 
necessary to expand the company’s activi- 
ties and by this method repose added au- 





thority and responsibilities in the younger 
executives recently elected as directors. 
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The past year was by far the most 
prosperous in the firm’s history. Unfilled 
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orders now on hand are far in excess of 
any previous year, and in his report Presi- 
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dent Lord expressed great confidence in 
the continued growth and prosperity of 
the company. 











National Housefurnishing Show 


Will Again Be Held in Chicago 


More housefurnishing men are planning 
to attend the Third Annual National 
House Furnishing Exhibit at Chicago this 
month than ever before. This important 
meeting will be held at the Palmer House 
for ten days, beginning Jan..19. The num- 
ber of factory displays will be larger and 
a greater variety of merchandise will be 
shown than at any previous exhibit. All 
available space on the sixth, seventh and 
eighth floors of the Palmer House will be 
occupied by factory displays. 

A large attendance of members of the 
National House Furnishing Buyers Club 
(successors to the National Pot & Kettle 
Club) is expected. The annual meeting 
of this club will be held on Thursday, Jan. 
23, and will be followed that evening by 
the annual dinner at which manufacturers 
and their representatives are the guests of 
the Buyers Club. 

A new feature has been added to the 
House Furnishing Show this year in the 
form of a dinner with an excellent program 
of entertainment to be given on Tuesday 
evening, Jan. 28, at the Palmer House, by 
the recently organized Housewares Club of 
Chicago. Visiting buyers and manufac- 
turers will be the guests of this club on this 
occasion. The Housewares Club differs 
from the National House Furnishing Buy- 
ers Club in that its membership is com- 
posed of buyers and manufacturers and 
their representatives, while the National 
Buyers Club is limited to house furnishing 
buyers. 

Housewares Clubs are planned in a num- 
ber of cities. The Chicago club has offered 
its services to those interested in organiz- 
ing such clubs elsewhere. Members of the 
Housewares Club of Chicago will make a 
special effort to assist visiting buyers in 
every way possible during their attendance 
at the show. 

The National House Furnishing Buyers 
Club has been granted reduced fares by 
the leading railroads on the basis of one 
and one-half fares for the round trip to 
Chicago from almost any point in the 
country. These fares will be available if 
150 round trip tickets are sold for the 
show. The attendance last year was over 
1000 and a much larger number is ex- 
pected this year. Information regarding 
these rates may be secured from railroad 
ticket agents. 

The show was lengthened to ten days 
this year in order to give the buyers who 
could not attend the first week opportunity 
to come to Chicago the second week. 

This exhibit is declared to be the only 
one of its kind in the country. It is held 
at a time when the buyer most needs to go 
to market and to plan what and how he 
will merchandise during the year. It offers 
him the products of over 200 factories 
grouped under one roof, with factory ex- 
ecutives and salesmen in attendance. It is 
the annual meeting of leading buyers from 
all over the country; its success has been 
due to the desire of the buyers to meet at 
a central point in January of each year to 
learn what is new and to exchange ideas. 
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1930 Marks 25th Anniversary of 
Patent Novelty Company 


The silver anniversary of the Patent 
Novelty Co. of Fulton, IIl., will be cele- 
brated this year. The company had its in- 
ception at Lyons, Iowa, in 1905 and in 1906 
it was moved to Fulton by F. W. Dana. A 
short time later it was incorporated and it 
is now considered one of the leading indus- 
tries of the city. 

The first product to be manufactured 
was a dust pan, and this line has been con- 
tinued and improved until the company is 
now recognized as one of the largest man- 
ufacturers of merchandise, of this classifi- 
cation, in the country. The Polly Prim 
dust pan is one of the popular products now 
being made by this division of the com- 
pany. The original So E-Z dust pan, which 
won favor as an advertising specialty, was 
the nucleus of the present large division of 
the company which operates in the adver- 
tising specialty field. 

Although the Patent Novelty Co. have 
manufactured mail boxes for many years, it 
was only recently that they introduced their 
artistic line of mail boxes, known as mail- 
tainers. This line is being continually im- 
proved. 

A very large line of sundry specialties, 
known as Polly Prim products, are also 
made by the company, including match 
boxes, indoor clothes line reels, recipe cabi- 
nets, etc. 

About two and one-half years ago the 
company purchased several toy concerns 
and entered the toy field. During the past 
year this department doubled its sales and 
the new numbers being brought out this 
year are expected to produce ‘a volume in 
toy sales, which will eclipse all previous 
records. 

The officers, F. W. Dana, president; 
George H. Reimer, vice-president and 
S. C. Coman, secretary-treasurer, are to 
be congratulated on the growth and prog- 
ress the company has made during the past 
quarter century. Many people in the hard- 
ware field are intimately acquainted with 
Fred R. Peck, who joined this organiza- 
tion in 1920 as sales manager of the hard- 
ware division, and is still at the helm of 
this department. In 1929 A. D. Cowan was 
appointed sales manager of the toy division 
as well as given charge of the advertising. 
He had been with the company since 1920, 
so it can be seen that the personnel has not 
greatly changed in the past few years. 





125 Worthington Salesmen Hold 
Cleveland Meeting 


Salesmen of the George Worthington 
Co., Cleveland, about 125 in number, were 
brought together at the annual meeting of 
the sales organization of that company dur- 
ing the holiday week. Sessions were held 
at the Hotel Cleveland, Dec. 26 and 27. A 
banquet was held the first evening, and 
this was presided over by H. E. Hulburd. 
vice-president and general sales manager. 
Officers of the Cleveland Retail Hardware 
Association were guests at this meeting. 
The speaker was Rivers Peterson, editor 
of Hardware Retailer. The meeting Fri- 
day was addressed by C. C. Campbell, presi- 
dent, Peninsular Paint Co., Detroit. Group 





meetings in which a great deal of inter- 
est was displayed, were held Saturday and 
Monday at the company’s headquarters. 
Expressions from salesmen covering the 
various districts indicated that they all felt 
optimistic regarding the business outlook 
for 1930. 





L. H. Johnson Will Represent 
W. J. Dennis and Handy Things 

Len H. Johnson, who is well known in 
eastern hardware circles, recently resigned 


as district sales manager of the Masback 
Hardware Co., hardware wholesalers, New 
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York City, and will represent two affiliated 
manufacturers of hardware products in the 
Atlantic seaboard territory. The Handy 
Things Manufacturing Co., Ludington, 
Mich., and W. J. Dennis & Co., Chicago, 
Ill., are the concerns whose interests will 
be fostered by Mr. Johnson in Delaware, 
Maryland, District of Columbia, Virginia, 
North Carolina, South Carolina, Georgia, 
Florida and a portion of New Jersey. 

Mr. Johnson started his hardware ca- 
reer with the Russell & Erwin Mfg. Co., 
where he was employed for several years. 
Later he served the Republic Metalware 
Co. as assistant sales manager in their 
New York office. In recent years he has 
represented the Masback Hardware Co. 
and Charles J. Smith & Co., and in the 
latter capacities became widely acquainted 
with many members of the hardware in- 
dustry throughout the East. 

He recently served as a delegate to the 
National Council Traveling Salesmen’s As- 
sociation and is a member of the United 
Commercial Travelers and Hardware 
Boosters. 


Connecticut Paint Salesmen Will 
Hold Annual Banquet 


The thirteenth annual banquet of the 
Connecticut Paint Salesmen’s Club will be 
held on Jan. 14 at 6.30 p. m. in the Hotel 
Stratford, Bridgeport, Conn. J. If. 
Uehlinger, secretary-treasurer, reports that 
the early indications point to a bigger and 
better affair this year than ever before. 


Penney-Sears, Roebuck Plans for 
Merger Are Dropped 


Definite announcements have been made 
by executives of the J. C. Penney Co., Inc., 
and Sears, Roebuck & Co. that negotiations 
for a union of the two concerns have been 
terminated. 

The proposed merger, according to E. C. 
Sams, president of the Penney Co., was 
calculated to create a umon between the 
various lines of “software” handled by the 
Penney stores and the hardware lines as 
represented by the mail order house. The 
Penney stores in the past have not handled 
hardware; “whether they will now,” Mr. 
Sams is quoted as saying in recent news- 





| paper reports, “has not yet been seriously 
considered.” 

| As it has been estimated that the Penney 
| chain, with 1400 stores in operation, will 
| do a business of approximately $210,000,000 
| this year and the 1929 sales volume of the 
| Sears, Roebuck Co. is estimated at $425,- 
| 000,000, the possibilities of the proposed 
| combination created widespread interest. 


Dissolution of Jobbing Firm 
of C. Morgan’s Sons Effected 


The hardware jobbing firm of C. Mor- 
gan’s Sons, Wilkes-Barre, Pa., has been 
dissolved, the business liquidated and the 
principals, C. E. Morgan, B. F. Morgan 
| and C. B. Morgan, have permanently re- 
| tired from the hardware business. 
| C. Morgan’s Sons were charter mem- 
| bers of the Pennsylvania Wholesale Hard- 
ware & Supply Association, and upon his 
retirement in October B. F. Morgan was 
elected an honorary life member of the 
association. 

As a great deal of mail is still being 
received at the old address of the firm, 
this means has been taken to notify the 
trade that the concern is no longer in 
business. 





* 


Chubb to Assist Vice-Pres. 
Radio-Victor Corporation 


L. Warrington Chubb, manager of the 
radio engineering ‘department of the West- 
inghouse Electric & Mfg. Co., East Pitts- 
burgh, has been appointed first assistant 
to the vice-president in charge of engineer- 
ing for the new Radio-Victor Corp., with 
headquarters at Camden, N. J. Mr. Chubb 
has been manager of the Westinghouse 
radio department since its founding in 
1920 and previously was active in develop- 
ments and research work for that company. 


Nesbit Has Been Appointed 
Westinghouse Light Specialist 


D. G. Nesbit has been appointed exterior 
lighting specialist at the Buffalo office of 
the Westinghouse Electric & Mfg. Co. He 
became associated with Westinghouse in 
1923 and rejoined the company after tak- 
ing an electrical engineering degree at the 
University of Pittsburgh. He has been 





| in the Buffalo office for three years. 
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Edison Lamp Works Will Move 
to Nela Park, East Cleveland 


The General Electric Co. announces that 
it will remove the general headquarters of 
the Edison Lamp Works to Nela Park, 
East Cleveland from Harrison, N. J., 
where it has been since the foundation of 
the industry. The change will make Cleve- 
land the center of the sales department of 
the lamp producing division of the General 
Electric Co. The Harrison plant will be 
used entirely by the newly formed R.C.A. 
Radiotron Co. T. W. Frech, general man- 





ager of the National Lamp Works and | 


vice-president of the General Electric Co., 
has been named president of the Radio- 
tron Co. and will be located temporarily 
in Harrison where he will build up the 
organization and start production. J. D. 
Kewley, sales manager of the National 
Lamp Works, has been named as acting 
manager of the Cleveland unit, and M. L. 
Sloane, assistant to Mr. Frech, has been 
made assistant to Mr. Kewley. 


Stowe Supply Co. Changes Name 
to Stowe Hardware & Supply Co. 


Effective Jan. 1, the corporate name of 
the Stowe Supply Co. of Kansas City, Mo., 
will be changed to the Stowe Hardware & 
Supply Co. The change has been contem- 
plated for some time. Prior to 1913 the or- 
ganization was known as the Stowe Im- 
plement & Supply Co. While the company 
never handled implements, agricultural 
hardware and implement parts were carried. 
The present policy of carrying an extensive 
line of agricultural hardware, steel goods 
and hardware specialties, will be continued. 

Edwin O. Faeth, president, owns con- 
trolling interest in the company, having 
purchased his interests in the firm from 
Col. J. G. Stowe. The original organiza- 
tion was founded in 1896. 


The Moto-Mower Company 
Opens Chicago Branch 


The Moto-Mower Co., having their main 
office and factory at 3246 E. Woodbridge 
St., Detroit, Mich. have announced the 
opening of a Chicago branch. The branch 
will be equipped to handle both sales and 
service and will carry a complete stock of 
parts for their ““Moto-Mower” power lawn 
mowers. 

Sales for the territory embracing Iowa, 
Wisconsin, Illinois, Minnesota and a por- 
tion of Indiana will be handled from the 
new Chicago office located at 1045 West 
Washington Boulevard, Chicago. J. G. 
Spottswood will have charge of sales, while 
R. A. Burleigh will supervise the service 
department. 


Sears, Roebuck Will Adopt 
Thirteen-Month Plan 


According to recent press dispatches, 
Sears, Roebuck & Co. will adopt the thir- 
teen-month calendar on Jan. 2. 

The purpose of the plan, as described by 
R. E. Wood, president, is to “make more 
definite and accurate comparisons than it is 





possible to make operating on the twelve- 
month calendar.” The company’s 40,000 
employees, according to Mr. Wood’s state- 


ment, will be paid on the basis of the plan, | 


and its merchandising and advertising cam- 
paigns will also be based upon it. 


Unlike earlier plans for dividing the year | 


into thirteen equal divisions of twenty-eight 
days each, the Sears-Roebuck scheme makes 
no attempt to create a separate thirteenth 
month. This is avoided by working out 


periods in which most of the present calen- | 


dar months overlap. Only the first and last 
periods, which run, respectively, from Jan. 
2 to Jan. 29 and from Dec. 4 to Dec. 31, 
fail to embrace parts of different months. 
An important and interesting difference 
from other plans is the provision for the 
business year’s beginning always on Jan. 2, 
regardless of the day of the week on which 
this date falls. Another is the adherence 
to holidays as set down in the present cal- 
endar. 

Nearly 100 concerns are now operating 
on a thirteen-month basis, and about 500 
firms have indorsed the plan. 


Acquires Another Store— 
Requests Hardware Catalogs 


The Doak Hardware Co. of Grenada, 
Miss., has acquired the hardware store 
formerly operated by O. W. Sturdivant at 
Winona, Miss., and will conduct it as the 
Peoples Hardware Co. L. J. Doak, man- 
ager of the firm, requires additional cata- 
logs on general hardware merchandise for 
the Winona store. 


St. G. Lafitte Succeeds Breck 
as Kolster Sales Manager 


A recent announcement from E. W. 
Stone, president of the Kolster Radio 
Corp., informs the trade that the merchan- 
dising operations of the company will be 
in the future under the supervision of St. 
George Lafitte, executive vice-president, in 
place of L. T. Breck, resigned. 


Du Pont Paint Sales Gained 
About 25 Per Cent in 1929 


At a recent conference of-sales managers 
and department heads of the paint and var- 
nish division, E. I. du Pont de Nemours & 
Co., in Philadelphia, it was reported that 
trade sales of du Pont paints and varnishes 
for 1929 will exceed 1928 sales by ap- 
proximately 25 per cent. 


Estwing Manufacturing Co. 
Builds Own Forge Shop 


In order to give the trade the full benefit 
of their experience in developing steel and 
leather handled hammers, hatchets and 
hunting knives, the Estwing Mfg. Co., 
Rockford, Ill., who are the patentees and 
makers, have recently completed their own 
forge shop, equipped “up to the minute” 
for producing the highest grade tools. 











|McCord Is Asst. Sales Manager, 
Premier Vacuum Cleaner Co. 
Walter J. McCord, Jr., formerly mana- 
| ger of trade relations for the Premier Vac- 
uum Cleaner Co., Cleveland, Ohio, has re- 
| cently been appointed assistant sales mana- 


| ger of the same company. 

In his new capacity, Mr. McCord has 
moved his headquarters from New York 
City to Cleveland, where he will assume 
charge of contact work throughout the 
| country. 


Osborn Manufacturing Co. 
Changes Detroit Address 


| The Osborn Manufacturing Co., Brush 
| Division, has changed the location of the 
| Detroit, Mich., offices of the company, 
which were formerly located at 2699 Guoin 
St. New quarters have been taken in the 
General Motors Building, where C. E. 
Hauk, district manager, will be in charge, 
assisted by W. J. Halliday, as representa- 
tive. 


London-Kirkpatrick Hardware 
Announces Change of Name 


Effective Jan. 1, the name of the London- 
Kirkpatrick Hardware Co. of Johnson 
City, Tenn., will be changed to the London 
Hardware Co. According to the manage- 
ment, there will be no changes in per- 
sonnel or management and the same policies 
will be carried forward under the new 
name. 


Lamson & Sessions Co. Buy 
Foster Bolt & Nut Co. 


Foster Bolt & Nut Co., Cleveland, has 
been purchased by the Lamson & Sessions 
Co., previously reported negotiations for 
the merger having been concluded. J. F. 
Donahue, president of the Foster company, 
will become vice-president, member of the 
executive committee and director of the 
Lamson & Sessions Co. He will have 
charge of Western operations. Two other 
members of the Foster organization, A. M. 
Foster, Cleveland, and H. O. Smith, Buff- 
alo, also will be elected to the board of the 
Lamson & Sessions Co., of which J. G. 
Jennings is chairman and George S. Case 
is president. 

The Foster Bolt & Nut Co., started in 
1909 by A. M. Foster and O. E. Foster, 
was an important factor in the bolt and 
nut industry. In addition to its Cleveland 
plant it operated a plant in Chicago which 
was built in 1926. In addition to giving 
the Lamson & Sessions Co. entrance into 
the Chicago territory the purchase of the 
Foster company diversifies its products 
through the acquisition of the line of cap 
screws made by the Foster company. 

The Lamson & Sessions Co. recently 
purchased the Lake Erie Bolt & Nut Co., 
Cleveland, which earlier last year acquired 
the American Bolt Co., Birmingham, Ala. 
Other plants taken over by the Lamson & 
Sessions Co. include the Falls Rivet Co., 
Kent, Ohio, in 1921, and the Kirk-Latty 
Co., Cleveland, in 1926. Sales of the 
| merged companies in 1929 were $12,000,000. 
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Kenton Has Two New Toys 


A new cast iron toy produced by the 
Kenton Hardware Co., Kenton, Ohio, is 
the model Graf Zeppelin, which is mount- 
ed on wheels. It has an eyelet affixed to 
the nose so that it can be drawn along 
the floor. It is artistically finished in bright 
colors. 

The company is also introducing a toy 
electric range, which is made of cast iron 





and steel. This item can be furnished with 
or without a broiler. The doors are fin- 
ished with polished nicked, and the range 
itself in blue or green. The range will 





appeal to the child, says the manufacturer, 
because it clicks like a real electric range 
when turned on or off, and the “heating 
element” shows a bright red when the 
switch is turned on. 


Kingsbury Flying Airplanes 
This “Silver Arrow” airplane is 18 in. 
in length and is finished in bright silver 


bronze and decorated. It is a racing type 
plane and will take off under its own 





power and fly from 150 to 300 ft. The 
propeller is of aluminum and the wing- 
spread is 18 in. 


The manufacturer of this No. 1 plane, 
Kingsbury Mfg. Co., Keene, N. H., also | 


| 
| 
| 
| 


produces other motor driven planes which 
have been scientifically designed and con- 
structed. All airplanes are packed as- 
sembled. 


Improved Daisy Pump Gun 


The Daisy Manufacturing Co., Plymouth, 
Mich., is now offering an improved Pump 
Action Daisy Air Rifle, which has won 
the unanimous approval of the trade. 

Designated as the No. 25, the improved 
pump action “Daisy” loads easily by pulling 
toward the stock. Fifty air rifle shots are 


| held in the magazine, which has forced 


| der. 











feed permitting rapid firing from the shoul- 
It is said that thirty shots a minute 
are possible at the will of the operator. 
The gun is strongly constructed and has 
the reputation for a high degree of ac- 
curacy. Metal parts are finished in gun 
blue, and the stock is of hand polished 
American walnut, having a pistol grip. 
The rear sight has a screw attachment. 
The rifle is constructed in such a man- 
ner as to embody the popular take-down 
feature, and each gun is packed in an in- 
dividual box. The over-all length of the 
gun is 38 in, and the weight is 3% Ib. 
Six rifles are packed to a case, weighing 
29 lb., and the suggested retail price is $5. 


A Washer for Dolls Dresses 


This “Dolly’s Washer” has a_ nickel 
plated wringer with soft rubber rollers, a 
splash-rib aluminum tub rotating from left 
to right and a special spring-wind motor. 

This No. 115 is a sturdy, compact model 
completely assembled and ready for im- 
mediate use. It is 14 in. high, 734 in. in 
diameter and lithographed in bright yellow 
and apple green. All moving parts of this 
washer are inclosed. Packed individually, 
12 to a carton. Buffalo Toy & Tool 
Works, 16 Carroll St., Buffalo, N. Y. 














Juvenile Coaster Wagons 

A new line of juvenile coaster wagons 
has recently been placed upon the market 
by the Dayton Toy & Specialty Co., 1114 

3olander Ave., Dayton, Ohio. They are 
to be marketed under the trade name of 
“Son-ny.” 

The wagons are real coaster wagons and 
not toys, built of steel with one-piece drawn 
metal beds, having braces to front and rear 
otherwise to 


They are finished in bright 


axles and reinforced stand 
hard abuse. 
colors; retail at a popular price, and all 
sizes are equipped with large size rubber 
tires. 


The small 


size is equipped with a bed measuring 17% 


Three sizes are available. 
x 834 x 2 and has a suggested retail price 
of $i or $125. 


bed measuring 20% 


The medium size has a 
x 1014 


$1.75 to $2.25 is the suggested retail price. 


x 2%, and from 


¢ 


The large size is built with a bed 25% x 12 




















x 2% and is designed to retail at $2.50 
or $3. Six small wagons, four medium 
sized wagons and two large sized wagons 
are packed to a carton. 

Most hardware jobbers are now pre- 
pared to supply the line, and further in- 
formation can be readily obtained from the 


manufacturer at the above address. 


Loaded Paper Shot Shells 
Simplification Progressing 
The Division 
Department of Commerce, 
D. C., has mailed acceptance blanks to be 


signed by manufacturers, distributors, and 
This is 


Simplified Practice, 


Washington, 


of 


users of loaded paper shot shells. 
in support of the third revision meeting 
on the simplification of this product, held 
in Atlantic City, Oct. 23. 


ran 
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WASHINGTON NEWS LETTER 


Commercial Survey of Gulf Southwest Expects to Be Completed in March— 


(Washington Bureau of HARDWARE AGE) 


The second of a series of the gen- 
eral commercial survey of the Gulf 
Southwest being conducted by the Do- 
mestic Commerce Division, Department 
of Commerce, field work in connection 
with the wholesale and retail hardware 
study probably will be completed in 
March. The report likely will be avail- 
able in June or July. 

The hardware study will reflect a 
mass of vital information regarding the 
hardware trade in the Southwest such 
as never before has been approached. 
It will bring to the industry potent 
facts on all subjects that the modern 
business men must have. Distribution, 
consumption, market areas, turnovers, 
invoices, competitive conditions, adver- 
tising and sales policies, and many 
other elements, all are being inquired 
into and will be disclosed early in the 
report. The work, like that of the 
first study in the series pertaining to 
the Southwest, will be thorough. The 
first study covered dry goods. Others 
under way aside from hardware relate 
to cotton and petroleum. The work, 
in charge of Edward F. Gerish, has 
been so systematized that it not only 
is being performed in a thorough man- 
ner but also in the most expeditious 
manner, so that the information will 
be made available to the interested 
trades when it is still fresh and of most 
value. 

This has been brought about by cov- 
ering each line of study separately by a 
distinct force of field men, compiling 
the data, preparing the report, and re- 
leasing it as soon as it has been printed. 
Previously the policy was to cover an 
entire section for all the lines under 
survey in one report. While this de- 
veloped thoroughness, as does the pres- 
ent plan, it had the great disadvantage 
of requiring too long a period for com- 
pletion, and it was an unsatisfactory 
method because the material was some- 
what old before it was available to the 
interested trades. 

The hardware study in the South- 
west was begun about four weeks ago, 
and it is the plan to complete the field 
work in three months and to limit the 
time of preparation of the report to a 
similar period so that it should be 
ready for the hardware trade in June 
or July. Mr. Gerish told HARDWARE 
AGE that the field work is progressing 
satisfactorily. 

The fact that the survey is being 
made through field men who come in 
direct contact with the wholesale and 
retail hardware men of the Southwest 
gives added value to it, because a ques- 


Report May Be Available in Midsummer 








By L. W. MOFFETT 


tionnaire, no matter how complete, is 
never as satisfactory as personal con- 
tact as a means of disclosing informa- 
tion of the greatest importance. The 
study, however, is based on exhaustive 
questionnaires, one prepared for the 
wholesale and the other for the retail 
trade, but they are used as what might 
be called a working form to guide the 
study. 

The area of the Gulf Southwest be- 
ing covered includes Missouri, Oklaho- 
ma, Texas, Louisiana, Arkansas, Mis- 
sissippi and western Tennessee. Mis- 
sissippi, Arkansas and parts of Texas 
and Louisiana have already been cov- 
ered. The field work is in charge of 
Walter A. Bowers, assisted by Walter 
L. Mitchell and Malcolm George. These 
men have had experience in research 
work and in merchandising and, like 
Mr. Gerish himself, are well qualified 
to conduct a careful and intelligent sur- 
vey that will be of the most value to 
the hardware trade. The extensive 
character of the hardware survey is 
denoted not only by the area being cov- 
ered, but also by the number of those 
who have been listed to be called upon 
for information. The list is made up of 
approximately 100 wholesalers and be- 
tween 600 and 700 retailers. The list 
has been so distributed that the study 
will not only cover wholesalers and 
retailers in large cities but those in 
the small and medium-sized towns as 
well. 

The wholesale information being ob- 
tained covers such matters as trade 
areas, competition, buying, salesmen 
employed, how they are paid; cost per 
call of salesmen; advertising and sales 
promotion; deliveries; collections; stock 
and cost control; balance figures, cov- 
ering income and expense, etc. 

The retail material covers much of 
the same types of information as that 
being gathered on wholesale. It will 
include such subjects as the territory 
the retail houses serve; control, adver- 
tising and sales promotion; credits and 
collections; operation and control of 
store; figures on balance sheets, includ- 
ing income and expenses, etc. 

During December the Federal Trade 
Commission force engaged in the chain 
store inquiry completed the mailing out 
of 70,000 retail schedules, which is the 
latest schedule to be issued on this in- 
vestigation. The field work, which is 
being carried on by a large force of 
examiners in Cincinnati, is nearly com- 
pleted in that city, and activities will 
be begun elsewhere. In a general way 
the inquiry is undertaken to ascertain 


| and report to the Senate (1) whether 





consolidations of stores have been ef- 
fected in violation of the anti-trust 
laws; (2) whether such consolidations 
or combinations of such organizations 
are susceptible to regulation under the 
Federal Trade Commission act or the 
anti-trust laws; and (3) what legis- 
lation, if any, should be enacted for the 
purpose of regulating and controlling 
chain store distribution. 

Completion of the second and final 
volume of the Commission’s findings 
on a study of resale price maintenance 
now awaits the receipt of answers to 
a schedule sent to individuals and com- 
panies in quest of additional data. As 
soon as sufficient returns to this sched- 
ule have been received, the ground work 
for completion of the last volume will 
have been substantially prepared. 

This schedule was designed to enable 
the Commission to make a comparison 
of prices for price-maintained and non- 
price-maintained goods, and to compare 
the results of price cutting and price 
maintenance. 


Wholesale Sales Declined 
Considerably During November 


Wholesale distribution decreased during 
November by somewhat more than is usual 
at this season, according to reports made 
to the Federal Reserve system from firms 
in eight lines of trade. The largest de- 
creases over the previous month were in 
the sales of furniture, men’s clothing and 
boots and shoes. 

Sales in November were 3 per cent 
smaller than for the corresponding month 
in 1928, decreases being reported for all 
lines of trade except drugs and furniture. 

Decreases were reported as follows for 
November as compared to October : 

Groceries, 10 per cent; meats, 12.9 per 
cent; dry goods, 18.6 per cent; men’s 
clothing, 45.5 per cent; boots and shoes, 
20.2 per cent; hardware, 15.2 per cent; 
drugs, 15.7 per cent; furniture, 24.3 per 
cent. Average, 16.5 per cent. 

November trade compared to the same 
month a year ago decreased as follows: 

Groceries, 1 per cent; meats, 3.3 per 
cent; dry goods, 7.8 per cent; men’s cloth- 
ing, 9.1 per cent; boots and shoes, 13.3 per 
cent; hardware, 3.1 per cent. 

The only increase was that of drugs, 3.5 
per cent. 

Furniture sales showed no change. 

“Domestic sales of agricultural imple- 
ments during November were in smaller 
volume than during the previous month, 
but considerably larger than in the corre- 
sponding month a year ago,” the board 
said. 
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Taking money we don’t want 


We naturally feel that every 


HERE are certain dealers in this country 

who are forcing money upon us which 

we would much prefer they would take 
for themselves. It is becoming a positive 
nuisance to handle the checks and money 
orders sent in by people who want Remington 
pocket knives, household knives, scissors, and 
shears, but who cannot find the items they 
want at their local dealers. We are not organ- 
ized to handle business of this kind. It costs 
us more to handle this money than it is worth 
to us. 


We don’t encourage people to order from us 
by mail. At the conclusion of our advertise- 
ments, we say: “Remington knives are sold 
where good cutlery is sold. If your dealer 
hasn’t it in stock, send his name, with the price, 
and the knife will be forwarded promptly.” 


When the dealer’s name is given us, along with 
the remittance, we take the trouble to pass 
along the profit to him and his jobber and you 
can well imagine that with hundreds of mail 
orders coming in every week, this is a lot of 
trouble. 


You may ask why we accept such orders, but 
we believe that a moment’s thought will give 


you the answer. 
one who wants Remington cutlery should be 
able to get it. 
their local dealers if they can, because this is 


We know they will get it from 
very much easier. People don’t readily take 
the trouble to write a letter and enclose a 
check or money order for items that cost as 
little as knives and shears. When they do, it 
shows that some dealer is losing out and we 
want his name so that we can point out the 
opportunity he is missing. 


We receive splendid cooperation from dealers 
in distributing our cutlery. Many dealers 
report that they nevér did such a profitable 
cutlery business until they started pushing the 
Remington line. We know that the way to 
make money on cutlery is to handle Remington 
cutlery. If you haven’t a good stock well 
displayed, you are forcing good customers to 


send us money that you should have and that 
we don’t want. 


a Parsee 


President 


REMINGTON ARMS COMPANY, Ine. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash ‘Registers 
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GENERAL MARKET NEWS 








Hardware Conditions Are Normally 
Healthy—Prospects Bright for 1930 


New York, Jan. 7.—With inventories practically completed | prior to that period, according to the rec- 











| 1929 Business Failures Decline 
| from Preceding Year’s Total 


Commercial failures in the United States 
will be somewhat less numerous in 1929 
| than they were either in 1928 or the year 


ords of R. G. Dun & Co. 


throughout the country, the hardware industry has resumed a nor- | °"C® : 

mines chia ss Some increase in the number of de- 
mal status. Reports from the principal market centers indicate that | ;...1:; will appear for December, not only 
current business is about on a parity with the corresponding period | jn comparison with the preceding months, 
of last year. Orders being received at present are largely of the} which is quite in accordance with the usual 
“fill-in” variety, as is usual at this season. 

An active business is apparent in orders being received for the 
spring requirements of retailers, who are placing healthy specifica- 
tions for future delivery. Jobbers contend that this denotes an 
optimistic feeling among dealers over the prospects for the year. 
The recent snow storms and generally cold weather which prevailed 
in almost every section of the United States, served to stimulate 
the demand for snow tools, sleds and snow and ice sporting goods 
‘to the highest levels of recent years. 

Recent price revisions have been minor in character. Price lists 
issued by prominent manufacturers of certain staple lines, which 
became effective Jan. 1, show few changes of consequence. 

Collections are slow in a few particular sections, although the 
credit situation in the majority of the leading markets is considered 


satisfactory. 





Freight Loadings Show Decline 
From Preceding Week’s Total 


Loading of revenue freight for the week 
ended on Dec. 21 totaled 842,483 cars, ac- 
cording to the car service division of the 
American Railway Association. 

Compared with the corresponding week 
in 1928, this was a decrease of 58,137 cars, 
but an increase of 12,673 cars above the 
corresponding week in 1927. The total 
for the week of Dec. 21 was a reduc- 
tion of 80,757 cars under the preceding 
week. 

Loadings for the week compared with 
the same week last year follow: Miscella- 
neous freight, 282,344 cars, a decrease of 
34,251 cars; merchandise less than carload 
lot freight, 228,484 cars, a reduction of 
14,094 cars; coal, 202,470 cars; an increase 
of 10,452 cars; forest products, 48,727 cars, 
a decrease of 9602 cars; ore, 8794 cars, a 
decrease of 2151 cars; coke, 11,087 cars, 
an increase of 425 cars. 

Grain and grain products, 36,167 cars, a 
reduction of 7008 cars. In the western 
districts alone grain and grain products 
loading amounted to 26,046 cars, a reduc- 
tion of 4241 cars under the same week in 
1928. Live stock, 24,410 cars, a decrease 
of 1908 cars. In the western districts alone 
live stock loading amounted to 19,150, a 
decrease of 719 cars compared with the 
same week in 1928. 

All districts, except the Pocohontas, re- 
ported reductions in the total loadings of 
all commodities compared with the same 
week in 1928, but the Allegheny, Pocohon- 
tas, Southern and Southwestern districts 
reported increases compared with the same 





week in 1927, while the Eastern, North- 
western and Central Western districts 
showed decreases. 





4 Billion Building Program 
Predicted for U. S. in 1930 


The American Building Trade Journal 
says in its January issue that 1930 will wit- 
ness an increase of $600,000,000 in expen- 
ditures for homes in this country as com- 
pared with 1929. The outlay for residen- 
tial buildings next year was forecast as 
$4,300,000,000. 

Non-residential building in 1929 cost 
$2,800,000,000, a normal figure, but resi- 
dential construction failed to approach the 
high records of 1925 to 1928 and fell $900,- 
000,000,000 short of the normal annual re- 
quirements for new residences. 





Rein Diakies' Shaw Dediiae tn 
Week Ended Dec. 24 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended Dec. 24, 
which included but five business days, ag- 
gregated $13,067,000,000, or 24 per cent 
below the total reported for the preceding 
week, and 14 per cent below the total re- 
ported for the corresponding week of last 
year, which also included but five business 
days. 

Aggregate debits for 141 centers for 
which figures have been published weekly 
since January, 1919, amounted to $12,319,- 
000,000, as compared with $16,125,000,000 
for the preceding week and $14,393,000,000 
for the week ended Dec. 26 of last year. 


custom, but the number will also be slightly 
higher than for the corresponding month 
of the preceding year. Liabilities, too, will 
be heavy, especially for December, in which 
month there have been numerous large 
failures, although the total for 1929 will be 
less than for both of the preceding years. 

“With the closing month of 1929 partly 
estimated, insolvencies in commercial lines 
for the year will number 22,922, with lia- 
bilities of $473,995,082. These figures com- 
pare with 23,842 similar defaults in 1928, 
owing $489,559,624 of indebtedness. 

“Except for the heavy defaults in Decem- 
ber the record for 1929 would have shown 
| quite a decided betterment, especially as to 
the indebtedness. For the years 1923 to 
1926, inclusive, there was some reduction 
in the number of mercantile defaults, and 
for two of these four years the liabilities 
were not so large as they had been for 
several years prior to that time. The 
culminating point was the year 1922, when 
the number of defaults was at the high 
record point and the indebtedness extremely 
high. Comparison between 1922 and the 
year just closed must take into account the 
difference at this time in the number of 
concerns engaged in business. 

“There were only three months in 1929 
in which failures were more numerous than 
for the corresponding month of the preced- 
ing year. These three months were April, 
July and December, and in the two months 
last mentioned the increase was not large. 
Furthermore, there were three months 
during 1929 when the liabilities were un- 
usually large—January, November and De- 
cember. Taken as a whole, however, the 
comparison for 1929 with the preceding 
| year was quite satisfactory.” 





93.1% Was Price Average for 
Week, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Dec. 29 that wholesale com- 
modity prices for the week ended Dec. 28, 
based on Dun’s quotations, averaged 93.1 
per cent. 

The November average was 92.7 per 
cent. The purchasing power of the dollar 
was 107.4 on a 1926 basis of 100c. The 
November average was 107.9. 

Crump’s index of English prices for the 
| week on the revised 1926 level was 88.0. 
The November average was 89.3. 

The Italian index on the revised 1926 
basis for the week ended Dec. 21 was 70.1. 
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In Paris” 
--Superb FOLDER-WAY / 


Partition door installation 


HE whole world turns to R-W for solv- R-W FoldeR-Way partition door equip- 

ing intricate doorway problems. Here’s ment filled every requirement. Nine doors 
an example — fold and slide to either side of each open- 
ing, quietly, smoothly, quickly and with 
a minimum of effort. A service door in the 
center of each sound-proof partition gives 
ready access from room ‘to room. 





Monsieur Gueritte, architect of the Cite 
Universitaire, Fondation Belge, Paris, 
France, designed a series of high-ceilinged 
rooms to be used individually or to be 
readily converted into one long spacious FoldeR-Way installations, assuring con- 
hall. Openings fifty-five feet wide, twenty tinuous satisfactory R-W performance, are 
feet high, plus the need for elegance of ap- | common all over the World. 
pearance and silent, easy operation, pre- There is nothing like R-W equipment 
sented an unusual problem. and R-W Service. Write for Catalog No. 43. 


R-W Compound Key Veneered Parti- 
tion Doors withstand dampness, 
changes of temperature and continuous 
hard use. Laminated stile and rail core 
construction with heavy sawed tongue 
and groove veneer, 

insures lasting 

beauty. Sold exclu- 

sively by R-W with Brass finish in- 





FoldeR-Way Hard- visible hinge for ‘ . 2 
ware. partition doors. New York. . . . AURORA, ILLINOIS, U.S.A. . . . . Chicago 
Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Atlanta Los Angeles San Francisco Omaha Seattle Detroit 





Montreal + RICHARDS-WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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1929 Volume Shows Gain for Jobbers and 


CH ICAGO: Dealers—Stronger Wire Cloth Prices Expected 


No. 18 lamp cords, er 25 per 1000 ft.; 


(Chicago office of HARDWARB AGE) 
in 1000 ft. lots, $10 ¥%-in. brush 
brass key sockets, a each; lots of 


CHICAGO, Jan. 7.—Inventory has been the chief occupation of the b 
hardware trade since the holiday rush. Winter sporting goods and | jiugs S00, SChi. far? Ag 


j } ; h; t t % 
toy accessories continue to move. According to reports made to |  °3ch two-piece attachment plugs, bc. 


j ach; less th lots, 36 h. 
the Federal Reserve Bank, 14 wholesale hardware houses in the ““Bisctrical, Applianees. irons, Hot 
Seventh District did a volume for the first eleven months of 1929, Point, $4.20; in lots of six, $3.90; 

Sunbeam, $5; in lots of six, $4.75; 


Percolator, Universal 9169, $16.65. 
Radio Supplies.—Radio B batteries, 
D779 E., $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, $2.80; No. 772, $2.06 each; packages 
of 5, $1.92; No. 486, $3.20 each; pack- 
ages of 5, $2.97; No. 485, Layerbilt 


which showed an increase of 5.3 per cent over the same period in 
in 1928. This ratio of improvement exceeded that in all other lines 
save one. In the same district 217 retail hardware dealers, report- 
ing for the same period, showed a volume increase of 4.6 per cent. 


Michigan and Iowa hardware merchants reported heavier sales in arity, Ste thas Sines Saeneee, 
i - $2.22 each; in original standard pack- 

November than for the same month of the year preceding; those in ages, $2.06 each. 
Radio Tubes.—UX-201A, 75c.; UX- 


Illinois, Wisconsin and Indiana reported slight decreases. 199, $1.20; WX-227, $1.50; UG-171A, 

\ ese. ge first “7 year shipments of wire cloth to dealers $1.25; UX-250, $6.60. cach; UX- = 
as increased; it is said that present wholesale prices on wire cloth 

afford little or no profit to jobbers, among whom a strong sentiment ascites dateme 7 eee 

has developed favoring reasonably higher selling prices at an early Galvanized before, 63% per cent off 

date. Rope manufacturers have announced a lower figure for manila list; galvanised after, @0 per cent off. 

to be effective over the first quarter of 1930, instead of over the | HANDLES, HICKORY. 

usual period of two months; this change in practice, they say, will No. 1, hickory ax handles, $4.00 per 

result in fewer price announcements in any given year. Teen taacadte anne wae 

Future sales of fancing, fence posts and poultry netting are mod- eetkae Gamers Geaeiee dee: 

erately active, with good prospects for a large first-quarter volume. No. 1 hatchet and hammer handles, 

Linseed oil is down 5c. a gallon. Paints and oils are beginning to 

manifest their seasonal activity. Indoor athletic supplies are mov- 


90c. per doz.; second-growth hickory 
hatchet and hammer handles, $1.75 
ing well. The abnormal demand for chain continues; many whole- | ICE SKATES. 


per doz. 


; . ; : Union hardware skates, No. 1624, 
sale stocks are low and factories are being pressd for quick ship- tha oe eee i, ee set 
ment. pair; No. 624, $1.00 per pair. Chil- 

dren’s extension bob skates, 35c. per 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO pair; Nestor Johnson Flyer skates, 


RETAILERS, F.O.B. CHICAGO. ee er eee 
INDOOR ATHLETIC SUPPLIES. 








ee ee thread, 0-10 per cent discount; all 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular 58c. each; Cham- 
pion X, 45¢c. each; Champion Blue- 
Box line, 53c. each; A. C. 58c. each; 
lots of 100, 50c. <A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 


stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from ‘‘full case’’ lists. 


BUILDERS’ HARDWARE. | 


3% x 3% steel butts, old copper or 
dull brass finish, $2.16 per doz. pair 
in case lots; less than case lots, $2.34 
per doz. pair; 4 x 4 steel butts, old 
copper or dull brass finish, $3.00 per 


Goldsmith official seamless water- 
proof footballs, $9.35 each; Confer- 
ence footballs, $8.00 each; Scholastic 
footballs, $5.35 each; Amateur foot- 
balls, $1.70 each; boys’ footballs, 
genuine cowhide, $7.75 per doz.; Spe- 
cial basketballs, $14.95 per doz.; 
Goldsmith official basketballs, lace- 
less with rubber valve, $14.00 each. 


NAILS, WIRE AND STAPLES. 


L.c.l. quantities, common wire and 


$1.30 each. ; doz. pair in case lots; less than case : 
Pumps. — Rose 1% in., cylinder, lots, $3.12 per doz. pair. Heavy steel, cement coated nails, $2.95 base, car 
$1.85 each. bevel, inside sets, $6.00 per doz., sets loads on application; steel cut nails, 


Tires and Tubes.—Mansfield tires, 
30 x 3%, Liberty cord, $4.85; Mans- 
field heavy duty oversize, $6.50; Lib- 
erty, 32 x 4, $9.50; Mansfield heavy 
duty, 32 x 4, ~ 50; Mansfield double 
service, 29 x 4.50, $13.25; 32 x 6.50, 
$27.60. Tubes, 30 x 3%, Mansfield, 
$1.30 each 29 x 4.40, Mansfield, $1.50 
each; 30 x 3%, Liberty, $1.05 each; 
20 x 4.40, Liberty, $1.29 each; 32 x 
6.50, $2.70 each. 

Less 10 per cent on casings and 
12% per cent on tubes. 

Anti-Freeze Solutions. — Prestone 
$3.80 per gal., in less than full case 
lots; in full case lots, $3.60 per gai. 


BICYCLES. 


Double Bar Motor - Bike Model, 
$26.26; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $22.60. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 
bolts, cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent discount; 
large machine bolts, to thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 





in case lots. Steel, bit-keyed front 
door sets, $1.55 per set. Wrought 
brass, bit-keyed front door sets, $2.60 
per set. Cylinder front door sets, 
$6.00 per set. 


CHAIN. 


%-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent list. 


COAL HODS. 


Galvanized, 16 in., open, $4 doz.; 
17 in., $4.30 doz.; 18 in., $4.70 doz. 
Japanned, open, 16 in., $2.95 doz. 
17 in., $3.25 doz.; 18 in., $38.65 doz. 
Galvanized, funnel, 17 in., $5.35 doz 
18 in., $5.80 doz. ;’ Japanned, funnel, 
17 in., $4. io doz. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 30-10 per 
cent off list. 


ELECTRICAL GOODS AND RADIO 
EQUIPMENT. 


Electrical Merchandise.— Nv. 14 
rubber covered wire, $6.50 per 1000 
ft.: in less than 100 ft. lots, $6.75; 


Reading matter continued on page 76 





$4 base. 

No. 9 black annealed wire, $3.30 
per cwt.; No. 9 galvanized, plain 
wire, $3.75 per cwt. catchweight 
spools, galvanized cattle or hog wire, 
$3.85 per cwt.; polished fence staples, 
$3.65 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw.—Barrel lots, 
$1.25 per gal.; 5 barrel lots, $1.22 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.28 per gal.; 5 barrel lots, $1.25 
per gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, 
$10; returnable. 

Turpentine. — Drum lots, 65c. per 
gal., net. 

White Lead.—100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
ewt.; 25 Ib. kegs, $14.50 per cwt.; 
12% lb. kegs, $14.75 per cwt. 

Shellac (4 Ib. cuts).—White, $2.48 
per gal. in barrel lots; orange, $2.08 
per gal. in barrel lots; second grade 
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A MESSAGE 


to Hardware Dealers 


Ts is the time of year when plans for future busi- 
ness are in the making. With past experience as 
a guide, you will drop unprofitable items from your 
lines and hold fast to items of proved salability. 


Osborn Brushes offer you every essential factor for 
building a profitable brush business. The line is 
complete; every Osborn Brush is built of high- 
quality materials correctly designed for efficiency 
and durability; and back of every Osborn Brush is 
an organization skilled in the art of brush mak- 
ing and with a long established reputation for 


manufacturing quality brushes. 


If you are determined to get the maximum profit on 
your brush business in 1930, we suggest that you give 
serious consideration to the sale of Osborn Brushes. 


JHE OSBORN MANUFACTURING COMPANY 


INCORPORATED 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 


Sales Branches: New York + Detroit 
Chicago - San Francisco - Los Angeles 
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white, $2.17; second grade orange, ROPE. | SOLDER AND BABBITT METAL. 
$1.82. . ‘ Best pure manila rope, 21c. per Ib., Warranted 50-50 solder, $29.00 per 
English Venetian Red.—In barrels, base; No. 2 manila, 15c. per lb., base. cwt.; medium, 45-55 solder, $28.00 
54c. per lb.; in 100-lb. lots, 634c. Best pure sisal rope, 15c. per Ib., per cwt.; tinners’ 40-60 solder, $27.00 
per 3 | base; No. 2 sisal, 14c. per lb., base. | per cwt.; high speed babbitt metal, 
Dry Paste.—Barrel lots, 7c. per | $20.00 per cwt.; Standard No. 4 bab- 
lb. | SAWS. bitt metal, $12.00 per cwt. 
Circular cord wood, 20-in., 7 90 t 
PYREX WARE. 2.50; 22-in., $2.25 to 3 00; ote. STEEL SHEETS, FLAT OR CORRU- 
Round casseroles, 1 qt., $12 per $2.60 to $3.50; 26-in., $3.00 to $4.00; | GATED. 
doz.; hn oe per doz. " 2 qt., $16 $e =. ’ $3. 50 to $4. 50; 30- -in., $4. 00 to | 24-gage, galvanized sheets, $4.90 
per OZ.; va casseroles, same — F . 0 Le re 
prices as round; 8-in. pie plates, $6 Crosscut, 5 ft., narrow, | ~~ | By 05 ae rn z= gage black sheets, 
per doz.; 9-in. pie plates, $7.20 per tooth, $1.55 each; 5% ft. baer: cham- | ; 
doz.; small utility dishes, $8 per pion tooth, $2.10 each; 5% ft. wide, 
doz.: large utility dishes, $14 per lance tooth, $4.35 each, 4 ft., one- | TOBOGGANS. 
doz. | man, champion tooth, $2.45 each. | Six-ft. toboggans, $4.25; 8-ft., $5.70. 
ROLLER SKATES. kee ee ae "WIRE CLOTH. 
Union line, No. 3, 76c. per_ pair; H 5 “tt. Pie = as. Tete. $17 70: Black, 12-mesh, $1.60; galvanized, 
| Sis Rng BY $1.35 per pair; No. 6, | 6-ft., mahogany finish magnolia, $1.50 | 14-mesh, $2.00; galvanized, 16-mesh, 
A call Diino No. 101, $1.30 per per pair; 7-ft., $ 1,90; 6-ft., ash, $2.35 } $2.30. 
pair; Nos. 103 and 105, $1.40 per per pair, 7-ft., $3.30. | WRENCHES. 
pair; No. 181, $2.65 per pair; Nos. S AND EDGES 
183 and 185, $2.75 per pair. Win- | SLEDGE WwW ° ' Agricultural wrenches, 60-10-5 per 
chester line, No. 3831 (boys’), $1.35 Eight-lb. striking or blacksmiths’ wy off list; engineers’ wrenches, 50- 
per pair; No. 3838 (girls’), $1.45 per | sledges, $1.05 each; 5 lb. common 10-5 per cent. off; knife-handled 
pair. wood choppers’ wedge, 36c. each. wrenc hes, 40-10-5 per cent off. 





KANSAS CITY: 


(Kansas City Office of HARDWARE AGE) 

KANSAS City, Jan. 7.—A recent cold spell and a fairly generous 

| blanket of snow accelerated business in certain lines. However, for 
the past week or so the weather has been abnormally mild for the 
season with the result that winter items have experienced more or 
less depression. 
The radio trade has been very good generally, Some jobbers re- 
port an exceptionally big year in the line, though sales on radios 
have naturally fallen off in this after-Christmas period. Several 
articles have improved in sales over last year. A buyer for one of 
| the leading wholesalers here says that the volume in ice skates so 
far has been three times that of a year ago. 

On the whole, prices have remained on an even keel, with one ex- 
ception. There is to be a general upward revision of ammunition 
prices. Manufacturers have gone back to their old price lists which 
were effective in January, 1929. Evidently it has been decided that 
neither the factory, the wholesale house nor the retail store ‘was be- 
ing benefited by the price slashing. New price quotations will be 
announced applying to ammunition and will be published as soon as 
they are available. 

With many dealers busy at taking inventory during what is re- 


garded as the dull period in all business, there is nothing out of the | 


ordinary in the credit situation. Collections are about normal, 
neither suffering greatly nor showing much improvement. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. KANSAS CITY. 


per cent off list. Balloon tire chains, 





ARMS AND AMMUNITION. 


Variations in the following rep- 
resent differences in prices of dif- 
ferent brands. Cartridge, .22 short, 
$2.42 to $2.69 per thousand; .22 long, 
$3.32 to $3.69 per thousand; .22 long 
rifle, $3.86 to $4.29 per thousand; .32 
short, $8.02 to $11.25 per thousand; 
.32 long, $9.11 to $12.23 per thou- 
sand. 

Shot shells, 12 ga., 6c., $25.14 to 
$27.15 per thousand: 16 ga., 6c., $24.61 
to $26.14 per thousand; 20 ga., 6c., 
$23.57 to $26.28 per thousand. 

Twenty-two calibre repeating rifle, 
$17.05; .22 calibre automatic rifle, 
$24.00; hammerless repeating shotgun 
in 12, 16 and 20 gauges, $39.40. 


AUTO ACCESSORIES. 


Red Cat auto heaters, 33% per cent 
off list. Regular tire chains, 35 


35 per cent off list. Prestone anti- 
freeze, $3.60 per gal. 


AXES. 

First quality, 3% to 4% lb., without 
handle, single bit, $14.90 per doz.; 
double bit, 3 to 4 Ib., $19.85 per doz. 
Other first quality axes, handled; 
3% lb. single bit, $19.25 per doz.; 4 Ib., 
$19.85 per doz.; 4% Ib. single bit, 
$20.45; double bit, $24.25 per doz. 


| BUILDERS’ HARDWARE. 

Case lots of 2% x 2% steel butts, 
old copper and dull brass _ finish, 
$16.75 a hundred pair; 3% x 3%, $17 
a hundred pair, 4 x 4, $22 a hundred 
pair; heavy steel bevel inside sets, 
case lots, $5.00 per doz.; steel bit- 
keyed front door sets, $17.00 per doz. 
set; wrought bronze metal, $2.90 per 








| 
| 
| 





Trade Is Considered Satisfactory. 
Few Recent Price Changes Were Made 


set; cylinder front door sets, wrought 
bronze metal, $6.00 per set. 


CARRIAGE AND MACHINE BOLTS. 

Small carriage, rolled thread, 50- 
10-10-5 off list; small carriage cut 
thread, 50-10-5 off list; large carriage 
cut thread, 50-10-5 off list; small 
machine rolled thread, 50-10-10-5 off 
list; small machine cut, 50-10-5 off 
list as of April 1, 1927. 


COAL HODS. 
17-inch japanned hod, 
doz.; 17-inch galvanized hod, 
per doz. 


$3.60 per 
$4.72 


MILD STEEL BARS. 


and 
base; 


small angles, 
structural sizes - 


Bars, shapes 
3.56 per cwt. 


and shapes, $3.66 per cwt; mild steel 
bands, 3-16 and lighter, $4.21 per 
ewt.; steel hoops, “$4.66 per cwt.; re- 


inforcing bars, $3.40 per cwt.; cold 
rolled round shafting, $4.16 per cwt.; 
cold rolled square bars, 4.66 per cwt. 


| MOPS. 
Betty Bright self-wring mop, 
No. 10, $8.00 per doz.; Betty Bright 
mop cloth, No. 20, $4.00 per doz. 
NAILS. 


Common wire nails, $3.25 per keg, 


base (see new extras). 


OILS. 

Raw linseed oil in steel drum lots, 
$1.23 to $1.27 per gal.; boiled lin- 
seed oil in steel-drum lots, $1.26 
and $1.30 per gal. Turpentine, pure 
gum spirits, in steel-drum lots 69c. 


SASH WEIGHTS. 


In one-ton lot&S’ or more, $1.70 per 
ewt.; less than ton lots, $1.80 per 
ewt. 


SCREWS. 


Flat head bright screws, 45-20 
per cent off list; round head, blued 
screws, 40-15 per cent off. list; flat 
head brass screws, 37%-15 per cent 
off list; round head brass screws, 
3214-15 per cent off list. 


Reading matter continued on page 78 
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MARK 


YALE MARKED KEY BLANKS 


for 


COMPLETE SATISFACTION 














Wen your customer has had enough faith in Yale to buy a Yale Lock, isn’t it natural 
he will have more faith in you when you furnish him with duplicate keys made from 
Yale Marked Blanks? (Using key blanks marked and made by YALE creates a definite 
impression of quality workmanship and leaves no doubt in the cystomer’s mind that the 
duplicates you have made are identical with the original keys. (Selling Yale marked 
Key Blauks gives your work definitely higher character at just as great a cash profit, better 
satisfies the user, puts the whole locksmith trade on a higher basis, and insures the 
customer receiving duplicate Yale Keys as strong and accurate as the Yale Keys which 


originally came with the lock. § Yale Locks and Hardware are sold by Hardware Dealers. 








bias S| 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U. S. A. 





YALE MARKED IS YALE MADE 


si aateniil PE 
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SHEETS. $1.20; No. 10, $1.45; Ne. 12, $2.00; 
No. 13, $2.10. 
Galvanized sheets, 24 ga., per cwt., 
$5.00 base; one- pass, cold- rolled, 27 
ga., $4.30 per cwt.; blue annealed, per SNOW SHOVELS. 
ewit., $3.80. (All steel) No. 2 snow pusher, $10.30 
per doz.; No. 118 shovel, $11.00 per 
SKATES. ap aca 38, nite AN x is ~g sed 
Union Hardware, roller skates, No. Ber ea eeo* es e = = 
SL, ($1.15; No. om, gf85; No. 130L, #11.20 per doz. 
oO. f 
Union Hardware, ice ates, No. STORAGE BATTERIES. 
1624M, 80c.; No. 162 44M net 20; No. Automobile, 6 igs Py plate, heavy 
524%, $1.19; No. 5124L, yr =: No. standard terminal, $8.85 each; 6 volt, 
56241, $1.08; No. 562444, $1. 13 plate, $10.45 each; 12 volt, 7 plate, 
$1 ee 6 — it plate, thin, | stand- 
ard termina volt plate, 
SLEDS. thin, for Ford and Chevrolet, $5.81. 
Nationally known best Pia vy 
coasters, No. 1, $2.75; No. 3, $4.40; STOVE PIPE. 


No. 5, $6.45; No. 42, $3. ‘75. Other well 
known sleds of good quality, No. 9, 





Black stove pipe, crated, 3 in., $9. 00 





to $9.50 per hundred pins: 4in., $9. 
to $10.00; 6 in., $11. _to $11. 0, 
Adjustable elbows, 3 re $1.60 
doz.; 4 in., $1.70; 6 in., $1. ‘90 to $2. M0. 


TIRES. 

Mansfield automobile, covered by 
standard warranty, 30 x 3%, oversize, 
heavy duty cord, s.s., cl., $5.12; 31 x 
4, $9.45; 32 x 4, $10.06; 33 x 4, $10.59; 
32 x 4%, $13.61: 33 x 4%, $14 4.18; 33 x 
5, $21.15; Balloon, 29 x 4.40, regular, 
$6.48; 30 x 4.50, $7.22; 30 x 5.25, $11.90; 
31 x 5.25, $12.25; 31 x 6.00, $16.55; 33 
x 6.00, $17.55. Trucks, 32 x 4%, 8 ply, 
$15.79; 33 x 4%, $16.34; 30 x 5, $20.12; 
32 x 6, $25.32; 36 x 6, 10 ply, $36.70; 
34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 

(All foregoing prices subject to 10 
per cent trade discount.) 





| IT] , Prospects for New Year Appear Bright 
\W N C E $ —Inventories Are Practically Over. 


(Minneapolis office of HARDWARB AGE) 


MINNEAPOLIS, MINN., Jan. 7.—Prospects for the new year seem 
to be very good in the territory tributary to the Twin Cities. In 
Minnesota alone the value of the farm crops are reported to have in- 
creased more than $33,600,000 during the year just past over the 
previous year. Farm values are on the increase and the returns 
from cattle, dairy and poultry are also believed to be in excess of 
the year before. Corn and potatoes show a marked increase in value 
despite the fact that in some sections potatoes did not yield as large 
in bushels as in former years. 

Other States in this section likewise show increases and the Da- 
kotas report that the new year will show bigger and better returns 
on the whole than during the previous year. Land values are im- 
proving and farms are selling more freely to permanent settlers. 
Dairying and diversified farming are receiving more attention than 
ever before, and cream checks are showing the results. 

Prices for the new year have not yet been revised by the wholesale 
houses. Inventories are practically out of the way, however, and 
the salesmen are back in their respective fields of operation. Price 
revisions where necessary will follow shortly. 

Collections are holding up well with previous years’ averages. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS OR ST. PAUL. 


AXES. 5/16 x 14, $15. 25; yA x14, $13. 60; peoot 
coil chain, % in., $14.00; 3% in 5 
Single bit, base weight, unhan- % in., $10. 50; 5% in., $10. 35 cwt., net. 


dled axes, $15 to $16.50; double bit, 
$20.00 to $21.50; single bit, handled, 


$19.25; double ‘bit, handled, $24.25: COAL HODS. 
at net. ott hods, ‘6 oe oon, at 
.25; 18-in., .85; unnel, -1n., 
BOLTS. $4.30, itn $4.90; enlvaniaed. open, 
Carri -in., -70; 18-in., -10; funnel, 
arriage and machine bolts, 60 per 17-in., $5.80; 18-in.,’ $6.30 doz., net. 


cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 


ard lists. FILES. 
First quality files, 50 per cent, and 
BALE TIES. jobbers’ brands, 60-10 per cent from 
Single loop, 9% x 14, $1.51, 9% x 15, list. 
$1.36; 9% x 14, $1.53 per bundle. 
GALVANIZED WARE. 
BRADS. Standard galvanized pails, 10-at., 
Wire brads, in 25-lb. box, at 75 per $2.70; 12-qt., $2.85; 14-qt., $4.70; stock 
cent from lists. pails, 16-qt., $4.70; 18-qt., $5.50; 
ae. as sar $035: oo 15: a 4 2, 
.00; No. avy, ° 
BUILDING PAPER. 313.20: No. 2°'$12-40; No. 3, $15.60 doz. 
Red rosin sized building paper, net. 


$2.60, and tarred felt, $2.80 cwt., net. 
GLASS AND PUTTY. 





CHAIN. Single and double strength A grade 

Log chain, coppered, %, x 14, $17.75; glass Minnesota prices, 83 per cent 

5/6 x 14, $16.75; % x 14, $15. 00; log from lists; strictly pure putty, in 50- 
chain, self colored, % “7 14, $16. lb. steel drums, $5.35 cwt., net. 





NAILS. 
Standard wire, nails and cement 
coated wire nails, $3.00 per 100-lb. 
keg base. 


REGISTERS. 
Cast iron or wrought steel regis- 
ers, 40-10 per cent from lists. 


PYREX OVENWARE. 

No. 623, casseroles, $1.00; No. 643, 
casseroles, $1.17; No. 634 casseroles, 
$1.31; No. 212 bread. he} 60c.; No. 
200 pie plates, 67c.; 209 pie plates, 
60c.; No; 231 utility ay Fn 67c.; No. 
24 tea pots, $2.00; No. 26 tea pots, 
$2.33; No. 953 percolator tops, 7c. 
each net. 


SANDPAPER. 

Best grade sandpaper, No. 1, 98c. 
per box of 75 sheets; second grade, 
No. 1, 78c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 

Sash cord, best grade, 65c. lb. base; 
second grade, 38c. lb.; third grade, 
27c. lb. base, net, and cast iron sash 
weights, $1. 95 ewt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 32% per cent from lists. 


SKATES. 
Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair, net. 
No. 5, Union roller erates bar 
No. 6, $1.65; No. 4, $1.45; No. 130, 
$1.80; No. 1301, $2.00. 

Winchester Boys’ No. W1B, $1.30; 
Girls’, No. W1G, $1.40. 

Chieftain, $1.45 per pair, net. 


SNOW SHOVELS. 

Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER. 
Warranted half and half solder 
2834c. 1lb., and strictly half and half 
solder, 2934c. lb., in 100-Ib. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $5.00; black steel sheets, 24- 
ga. (base), $4.15; Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


Reading matter continued on page 80 
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NATIONAL MANUFACTURING COMPANY, sTERLING, ILLINOIS 


ment of the builder 


require- 





No need to shop 


around when you: 






carry 


ve | Natal 


Hardware, because it 










is complete and the 


standard of quality 






never varies. You can 






recommend and sell it 






with confidence in the 


realization that every 






sale will give satisfac- 






tion and eventually 


lead to repeat orders. 










If you are not a 






National dealer, bet- 
ter write today for full 





information. Cash in 






on the demand in your 


locality —the trade is 






insisting upon the 






genuine National, rec- 






ognized everywhere as 
“the hardware 
of quality” 
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5; 30 x .35; 36 x 36, $27.00 No. 01B, $3.60; No. 01, $4.40; No. 2, 
STEEL TRAPS. =a og sina haces pecs $4.80; No. 03, $5.60; No, 1B, $4.40: 


Victor steel traps, No. 0, $1.10; No. 
1, $1.38; No. 114, $2.44; Oneida jump 
traps, No. 0, $1.49; No. 1, $1.83; No. 
1%, $2.81 doz., net. 


TIN. 


Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing tin, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


STOVE PIPE, ELBOWS 
DAMPERS. 


Crystallized stove boards, 28 x 28, 





Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows, 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast iron, 
wood handle, 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. 

Window ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4.40; No. 1437, $5.00; De-Flekt- 
Air, No. 63, $2.50; No. 87, $3.00; No. 
88, $4.70; No. 117, $4.35; Diamond E. 





Wurldbest, No. 2, 
; es $2.50; No. 
5A, $3.00; No. 6A, $4.00; No. 6B, 
$5.50; No. 6C, $5.00 each list, with 
dealers’ discount of 33% per cent. 


WIRE. 
Galvanized barbed cattle wire, $2.97 
per 80-rod spool; galvanized — 
hog wire, $3.18 per 80-rod spool; 


9 (base), smooth, galvanized Bg 
$3.45 cwt., and No. 9, smooth, black 
wire, $3.00. 





Future Orders Denote Dealer Optimism 
—Current Sales Have a Normal Status 








NEW YORK 


NEw YorRK, Jan. 7.—Metropolitan wholesalers assert that the 
volume of: future orders being booked for spring merchandise indi- 
cates an optimistic tendency among retailers. Steel goods, screen 
wire, lawn mowers, square mesh wire, poultry netting, lawn fence 
and window screens, are all prominent in the future business being 
taken. 

Current orders for immediate requirements are largely of the 
“fill-in” variety and the aggregate sales volume is about normal for 
the season. Most jobbers and dealers have completed inventories 
and have resumed their regular routine of business. Wholesale 
stocks of snow tools, which were depleted during the recent snow 
storms, have been replenished and a complete selection is again 
available. 

Recent price revisions have been minor in character. No impor- 
tant changes were made during the past week. Quotations said to 
represent figures considerably below the actual cost of production, 
continue to remain effective on shovels, scoops and spades. 

The credit situation is considered fairly satisfactory, although in- 
dividual collections are slow in scattered instances. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O0.B. NEW YORK. 


ANTI-FREEZE SOLUTION. BUTTS 


Eveready Prestone, % gal. cans, Steel butts, 3 by 3 and 3% by 3%, 
90; gal. cans, $3.60; 1% gal. cans, 18 cents per pair for less than case 
$5.40 each. lots; in case lots, 16 cents per pair; 


4x 4, 25% cents per pair in less than 
case lots, and 23 cents per pair in 
cease lots. 


ASH SIFTERS. 


Rotary galvanized ash sifters, $2.00 


each. 

mM . lots of 12 or more, $22.50 per FIREPLACE FIXTURES 
dozen, Andirons, black finish, $2.50 to $6 
BATTERIES, RADIO. oe pair; black-brass balls, $7.50 to 
f 9.75. per pair; Flemish, $5.50 to 


No. 764, $1.22, units of 5, $1.14; No. $11.55 per pair; Swedish, $5.75 to $7 


763, $1.05, units of 5, 97¢.; No. 768, ° i 3 9 
$1.32, units of 5, $1.14; No. 771, 35c., ag ythy 4 ontique/ brass, “96:25 
units of 10, 32%c.; No. 772, §2. 06, Fire sets, black-finish, $4.85 to $5 
units of 5, $1.92; No. 770, $3.00, units per set; black-brass balls, $6.75; 
of 5, $2.80; No. 486, $3.20, units of 5, Flemish, $7.65 to $9 per set; Burnt 


$2.97; No. 485, $2.22, units of 5, $2.06. 
BATTERIES, FLASHLIGHT. 


antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 
Grate baskets, black finish, $5.75 to 


No. 935 or 950, unit cells, 6%c. $6 each; Flemish, $8.65 to $10 each 
each; No. 750, 790, 791 and 706, 13c. : haie F - 
each: No. 703, 765 and 751, 19%c. a a Thee 
each. Fire screens, black finish, $5.65 


each; Swedish, $8.65 each; and Burnt 
antique, brass, $8.65 each. 


GLASS BAKING WARE. 


Casseroles.—Round or oval, 
$1; 1% qt., $1.17; 2 qt., $1.33; square, 


BATTERIES, NO. 6, DRY. 
First Quality, 32%c. each; Com- 
petitive Quality, 23c. each. 


BATTERIES, HOT-SHOT. Lgt., 


No. 1662M, $2.51, units of 8, $2.37; ‘ 
No. 1461M, $1.77, units of 12, $1.67. $1.17; casseroles with fancy covers, 
35c. highler. . 
BOLTS AND NUTS. M4 Plates.—8 in., 50c.; 9 in., 60c.; 

Carri It d | , all n c. 

naa Bread Pans.—No. 212, 60c.; No. 214, 
Stove bolts, 75 and 10 per cent off $1. 

st. Utility Dishes.—No. 231, 67c.; No. 
Machine bolts, all sizes, 60 per cent 232, $1.17. 





off list. Teapots.—2 cups, $1.67; 4 cups, $2; 
Step polts, 50 per cent off list. 6 cups, $2.33. 





ICE SKATES. 

Union ice skates, hockey outfits, 
men’s No. 90, $5.25; No. 290, $6.00; 
S00. No. 90L, $5.25, and No. 290L, 

Racing outltts, men’s No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5.25, and No. 295L, 6.00. 

Club outfits, men’s No. 212, $3.75, 
and ladies’, No. 21 3, $3.75. 

Professional hockey outfits, men's, 
No. 390, 6 

ese prices are net per pair. 
Men’s shoe sizes in all cases are 
from 4 to 11, and ladies’ shoe sizes 
in all cases are 3 to 


JUVENILE VEHICLES. 

Velocipedes, No. 840, $5.95; No. 841, 
$6.55; No. 842, $6.90, and No. 
$8.15 each; No. 850, $7.50; No. 851, 
$7.80; No. "852, $8.15; No. 853, $9.70. 

Sidewalk cycles, No. 900, $9. 40; No. 
910, $10.65 each; No. 922 $ $17. 50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No. 761, 


$3.25 each. Doll carriages, No. 200, 
$1.60; a a $3.35; No. 222, $3.90, 
and No. 2, $6. 50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 

LAMP CORD. 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga., 1/64 silk covered 
lamp cord, maroon, old gold, red, 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75; 18 in. 1/64 cotton single con- 
ductor wire. white, brown, oak tan, 
white with marker, brown with 
marker, and oak tan with marker, 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton reinforced cord, 250 
ft. on a spool, $16.50; 18 ga. cotton 
covered heater cord, 250 ft. on a 
spool, $18.50. 


NAILS. 

Wire nails, Standard New York 
Stock extras apply to the following 
base prices in the localities indicated; 
Base price for New York City, Brook- 
lyn, Queens, Westchester and New 
Jersey is $3.35 
and Suffolk .Counties, 
Cut nails, less than 10 kegs, 
over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 
Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair: 
same for boys with self-contained 
ball bearings wheels, $1.42 per pair; 
for girls, $1.62 per pair. 
Roller skates accessories: 


per keg. in Nassau 
$3.50 per keg. 
$3.90; 


Keys, 


Reading matter continued on page 82 
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BOTTLING SPECIAL 


DOUBLE DUTY 
No. 222 








CLIMAX 





NOW--Improved Everedy Lines 
Point the Way to More Profits for You 


VERY forward-looking hardware dealer is 

interested in the new Everedy lines for 1930. 
For Everedy hardware specialties are recognized 
everywhere as the outstanding leaders for sales 
volume, quick turnover and liberal profits, as well 
as for high quality, rugged durability and cus- 
tomer satisfaction. 


Now, for 1930, we offer vastly improved lines, 
with a bigger sales punch than ever before. 


To supply the big home-bottling market, Ever- 
edy offers the most complete line of home-bottling 
accessories in America, with cappers to sell at 
every popular retail price. The New Gear Top 
Cappers, with numerous exclusive Everedy fea- 
tures, including a spring handle lift on the Sen- 
ior model, have been added. The famous Everedy 
Cappers have brilliant new red lacquer and nick- 
el finishes that increase display value and sales 
appeal. Climax—the biggest selling Capper in the 
low-priced field—also has been improved. And 
rounding out the line come the Everedy Strainer 
Set and the wonderful Everedy Syphon Filter that 


sells on sight to every home bottler who wants 
clear, sparkling beverages. 


Mechanical improvements also have been made 
in the famous ‘Everedy Door Closers—the Silent, 
Jr., for screen and light weight doors—and the 
Silent, Sr., which meets the demands of a year- 
round market for a heavy duty door closer at a 
low price. Everedy Adjustable Screen Door Grilles, 
introduced a short time ago and already going 
over big, are offered for 1930 in three popular 
finishes—brass, bronze and antique copper. 





Moreover, to help Everedy dealers speed up their 
sales, we offer striking new window and counter 
displays—free, of course. These displays give 
dealers a direct tie-up with Everedy’s 1930 adver- 
tising in National Magazines that will again 
drive home the advantages of Everedy products to 
millions of consumer families from coast to coast. 


Ask your jobber about the improved Everedy 
lines today. Or send for the new Home Bottling 
and Door Equipment Catalogs, and for full infor- 
mation about Everedy’s new window posters, dis- 
play cards and other dealer helps. Write now. 


THE EVEREDY COMPANY 


MARYLAND 





FREDERICK —— 





The Everedy Sales Policy } 
Protects Your Profits 





Everedy Products Are Sold 
by Jobbers Everywhere 


LE 








STRAINER SET 
No. 300 





SILENT, SR. 
NO. 1000 


SILENT, JR. 
NO. 2000 


EVEREDY et EVEREDY 
PUSH GRILLES aes Nl KICK GRILLES 
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Child’s garden sets with 18 in. han- 
dles. Net, No. 1, 10c. each; No. 6, 


2l4c, each; skate wheels, with self- Pipe dampers, cast iron, wood han- | TOYS. 
contained ball bearings, 19c. each; dle, 4 in., 9%c.; 4% in., 10c.; 5 in., 

ball bearings, 15c. per 100; axles, 3c. 10c.; 5% in., llc.; 6 in., 11%¢c.; 7 e., 

each; cotter pins, 15c. per 100; axle 1634c., and 8 in., 26%c. 


nuts, $1 per 100; axle nut washers, Flue stops, tin rim, lacquered, di- 


60c. per 100; adjustment binding ameter, 8-3/16 in., 12 in a box, 6c. | 
bolt, 65c. per 100, and the clamps, _ Stove pipe rings, tin lacquered, 12 
in a package, 4 in. 3%c.; 4% in., 


12c. per pair. 


Chieftain line, No. 400, for either | 3Y3C.; 5 in., 3%ec. "5% in., 4%¢c.; 
boys or. girls, self-contained ball 6 in., 4 7/12¢c.; and ” in., 5c. 


bearings, $1.45 per pair; Redskin line, Stove pipe wire, plain iron wire, 


17c. each, ‘and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each; in lots of 12 or more, 50c. 
each. No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Helper, 16%c. each; Litttle Gem, 
31%c. each; Little Jewel, 83%c. each; 


for boys or girls, 85c. per pair. 50 ft. in a box, 12 boxes in carton, : wea “sted ; 
Chicago line, No, 181, $2.65; No. | 19 gage wire, 40c. per carton, and 18 and Bissel Junior, $1.33% each. 
183, $2.75; No. 185, $2.75; No. 101, | gage wire, 45c. per carton. 
$1.33; and Nos. 103 and 105, $1.38 per Stove lifter, nickel plated, cold TRAPS, GAME. 
spiral loop handle, 12 in a box, 6c. Victor game traps, No. 0, $1.20; 





each net. Stove pokers, nickel plated, 


SASH CORD. | cold spiral handle, 12 in a box, 4 x 
Sash cord, Samson Spot, No. 7, 18 in., 64%c. each; % x 24 in., 1bc. 
" each. Never Break Poker, 19c. ‘eath. 


6le.; No. 8, 60c.; Aetna, No. 7, 30c. ; 
Furnace pokers, wrought iron, 3 ft., 








No. 1, $1.50; No. 1%, $2.70, and No. 
2, $3.70. Prices are net per dozen. 

bf ged jump traps, No. 0, $1.75; No. 
1, $2.00; No. 1%, $3.05, and No. 2, 
$4. so. Prices are net per dozen. 


per Ib.; No. 8, 29c. per lb.; Phoenix, ee a ft. 84 S rt. $00 ; 6 
No. 7, 43c. per Ib.; No. 8, 42c. per Ib. HC. c.; 5 ft., $1.00, anc me 
Sachem, No. 8, 33c. per Ib.; No. 9, $1.16. 7 : : | WEATHERSTRIP. 
33c. per Ib. | Flue ‘scrapers, black iron, 30 in. Weatherstrip, Home Comfort, ‘ma- 
als | long, 12 in a bundle, 4c. each. roon or white,” $30 per thousand feet; 
SCREWS. Flue’ shovels, japanned, round han- competitive grade, maroon, $16.50 per 
Wood screws, flat head, bright dle, 3 ina bundle, 8 in. handle, 5%c thousand feet, and white, $18 per 
iron, 45 and 10; rourd head, blue, 40 12 in. handle, 6c.; 15 in. handle, 9c.; thousand feet. 
and 10; round head, iron, nickel galvanized, one piece steels, round Felt weatherstrip, 60 cents per 
plated, 25 and 10; flat head, galvan- handie, 3 in a bundle, 12 in. handle, carton. Wood weatherstrip, No. 25, 
ized, 17% and 10; flat head, brass, ic.; 14% in. handle, 1lc.; extra heavy, 80 cents per carton, and No. 175, 
87% and 10; round head, brass, 3214 =. 8 ge ; ar in., a $2.00 per carton. 
and 10. These discounts apply to handle, capped end, 25% in. overall, Pee 
he AO ome poner lists. Full 3 in a Euadie, 11 %6e.; Never Break, ‘on INDOW SCREENS. 
package lots take an extra 5 per cent. Pe ey eee ee : es Diamond “E”’ all metal fly screens, 
Machine screws, flat and round : yt Key = a in., | $1.43: 30 | advanced 40c. per doz. on Jan. 2. 
head, brass, 60 per cent discount. 1 34 it a ee < 1 "RG beg igh No. 1, galvanized, $6.40 per dozen; 
Iron, 60-74% per cent discount. in. 0c: 30 x 30 in. $1.05: 32 x 3° No. 3, $8.40 per dozen; No. 4, $9.60 per 
in. $1. oF oat 35 <a “ay "41 — dozen; No. 6, $10.40 per dozen; No. 7, 
SLEDS. Je es Pere. Renee | $12.40 per dozen; No. 8, $12.40 pe: 
Flexible Flyers, No. 1, $2.50; No. 2, | TIRES AND TUBES. dozen; No. 11, bronze, ee per 
$3.16%4; No. 3, $4.00; No. 4, $4.33; Mansfield t ly, bs t dozen; No. 13, bronze, $12.40 per 
No. 5, $5.83%: Jr. Racer, $3.50, and | 99 x 4. MO §740" i. ae oe dozen: No. 14, $13.60 per dozen; No. 
Racer, $4.33%. 4.50, $8.25: tubes, $1.60: 29 x 4.75, 16, $14.40 per dozen; No. 17, $16.40 per 
Fire Fly, No. 9, $1.14; ) re 10, } $9.55: tubes, $1.70: 29 x 5.00, $9.90: dozen; No. 18, $16.40 per dozen. 
$1.3624; No. 11, $1.71; No. 12, $1.9345, | tubes, $1.75: 30 x 5.00, $10.20: tubes. | 
and racer, $1.98%. | 80; 31 x 5.00, $10.65: tubes, $1.85: | WIRE CLOTH. 
| First quality, Black, 12 mesh, $1.85; 


Allen sled backs, No. 1, $1.00 each. 
Perfection adjustable sled back, 
No. 10, $1.06 each. 
STOVE GOODS. 
Stove pipe, black iron, 28 gage, 
12¢.; 


lengths in a bundle, E. in., 
in., 13%c.; 5 in., 15¢c.; 5% in., ié%e 


5.00, $11.75; tubes, $1.90; 28 x 
$11.10; tubes, $1.85; 30 x 5.25, 
x 5.25, $12.35; 
$12.65; tubes, 





.90; tubes, $2.00: 3 
2s, $2.05; 20 x 5.5 
25. 





$2.05; 30 x 5.50, $16.05: tubes, $2.35; 


12 ; Same, 6 ply, 31 x 5.25,, $14.70; tubes, 
41% 
= 30 x 6.00, $16.15; tubes, $2.25: 31 x 


6.00, $16.65; tubes, $2.30; 32 x 6.00, 


and 6 in., 19¢c. 

Stove pipe elbows, black iron, 28 | $16.96; tubes, $2.40; 33 x 6.00, $17.55; 
gage, 12 in a bundle, 4 in., 15c.; re tubes, $2.55. | 
in., 15%c.: 5 in., 16c.; 5% in., 17c. Tire display racks, $10.00 each. | 
and 6 in., 18c. Prices in all instances are each, | 


First Quality, Galvanized, 14 mesh, 
$: : Competitive Quality, Gal- 
vanized, 14 mesh, $2.15; First Qual- 
ity, Bronze, 14 mesh, $5.80; Competi- 
tive Quality, Bronze, 14 mesh, $5.75; 
First Quality, Copper, 14 mesh, 
$5.45; Competitive Quality, Copper, 
$5.40. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealer’s store. March 1st dat- 
ing is allowed. 





i O STO Gradual Improvement in Trade Is Predicted 
¢ Prices Remain Steady with Few Major Changes 


(Boston office of HARDWARE AGE) 

BOSTON, Jan. 7.—One cannot help being impressed with the under- 
current of optimism in the hardware trade. Belief in general is 
that January will see no great improvement in business, but that 
beginning with February there will be a gradual expansion in trade; 
that the last half of 1930 will be a prosperous period for the retail 
merchant; and that 1931 in all probability will be one of the biggest 
years on record from the viewpoint of profit. The trade has ex- 
pressed the opinion that the general cost of merchandise to the 
consumer during the next two years, at least will be on a somewhat 
lower level than today and that because of this fact there will be 
a greater consuming demand. 

The trade also believes that the position of savings banks so far 
as it relates to the stock market, has been materially corrected of late, 
and that the time is near when the banking institutions will be 
anxious to loan money freely on construction work. It is believed 
that poultry raising and farming in New England will be carried 
on to a greater extent than ever before, and that the independent 
retail dealer can expect less competition from chain stores owing to 
the fact that expansion in the chain store field has reached a point 
where overhead is so great that chain stores must of necessity raise 
the cost or lower the standard of their merchandise. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


Reading matter continued on page 84 


AUTOMOBILE ACCESSORIES. 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, $9.40; 32 x 4, 
$10.10. Discount 12% and 10 per 
cent, 

Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, $7.25 each, 
list; stré ane side, 30 x 314, $9.85; 31 
x $1: 32 x a $12.80; 32 x ss 
$13.45: x 4%, $17.30; 33 x 4% 
$18; 34 x ’ ah. $18.60; 33 x 5, $23 Ti 
Discount 12% and 10 per cent. 


Tires.—Mansfield line, truck, 8-piy 
cord, 32 x 4%, $23.70 each, list; 33 x 
4%, $24.55; 30 x 5, $28.40; 34 x 5, 
$33.70: 35 x 5, $34.50; 10-ply, 32 x 6, 
$47.15; 36 x 6, $51.80; 38 x 7, $72.60: 
12-ply, 36 x 8, $94.85; 40 x 8, $101.80. 
Discount 30 per cent. 


Tires.—Mansfield line, halloon, 4.40- 
19, $7.80 each, list; 4.50-20, $8.85; 
5.00-19, $11; 5.25-18, $12.35; 5.25-20, 
$13.25; 5.50-19, $14.10; heavy duty, 
6-ply, 4.40-21. $11.50; 5.25-21, $16.35; 
5.50-20, $17.85; 6.50-19, $22.30; 7.30- 
20, $34.50. Discount 12% and 10 per 
cent. 

Tires. — Mansfield line, balloon, 
double service, 4.50-21, $17.45 each, 
list. 5.25-21, $25.45; 6.50-18, $33.75; 
6.50-20, $34.50; 6.50-21, $36.15. Dis- 
eount 30 and 10 per cent. 

Tire Chains.—30 x 3%, $4.50 a =, 
list: 31 x 4, $5.50; 32 x 4, $5.50; 33 
4, $5.75; 32 x 4%, $6.25; 33 x 4%. 

1 $6.75; 33 x 5, $7.50; 
x 5, $8. Balloon, 27 
9 x 4.40, $5; 31 x 
; , 





$5.50; 3 29 3 
30 x 4. ia A” 31 x 4.95, $6. 25; 32 x 
4. 95 
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THE WEATHERMAN 
HAS PROFITS IN HIS BAG 


FOR YOU... 


..get after them 
with... 


Silvery 


M.-KAY 


TIRE GHAINS 





TIRE CHAINS 


ONE PAIR 


29 *525 


Ss Staves c. saan Z a 
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1. McKAY MILEAGE 


Built in by scientific control of the modern 
processes which assures maximum _ cross- 


chain life. 


2. APPEARANCE 


New McKay silvery finish with its superior 
rust-resisting qualities adds to the beauty of 
the car — not only when first applied, for it 


lasts — there’s quality in the McKay finish. 


3. NEW FASTENER 
Distinctly McKay. Easy to fasten, stays put... 
just as easy to unfasten. No lost chains if you 
use McKAY Chains with the new fastener. 
UNITED STATES CHAIN & FORGING CO., 
Union Trust Building, 


Pittsburgh, Pa. 


Write for the complete McKay Story 
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4.95, $6.75; 28 x 5.25, $6.75; 29 x 5.25, $42; nickeled, $46; American Queen, 
$6.75; 30 x 5.25, $6.75; 31 x_ 5.25, $54; Parlor Queen, $56. 
$7. One to nine pair; discount 30 per Toy Sweepers.—Per dozen, Little 
cent; 10 to 49 pair in one shipment, Helper, $2; Little Gem, $3.75; Little 
35 per cent discount; 50 pair in one Jewel, $10; B. Junior, $16. 
shipment, 40 per cent discount. 
CHAMOIS. 
AIRCRAFT. ; : , 
= : Chamois.—First quality, 12 x 16 in., 

Aircraft Builders.—No. OOAB, $8 $4.50 per doz. net; 16 x 21 in., $10.50; 
per doz., net; No. 0AB, $16; No. 1AB, 19 x 25 in., $15; 23 x 26 in., $17.50; 21 
$28; No. 2AB, $40. x 33 in., $21. 
: Glide-O- “Planes—No, 00GP, 80c. per 
doz. net; No P, $2; No. IGP, $4. 

Spirit of St. Louis.—No. 950, $1 CROWBARS. ; 
each list; No. 951, $1.50; No. 952, $3; Crowbars. — Wedge_ point, 10 Ib. 
No. 953, ’$5. bars, 88c. each net; 14 Ib., $1.12; 18 

Flying Planes.—No. 955, $1 each Ib., $1.50; 20 Ib., $1.75. Pinch point 
list; No. 956, $1.50. 4 lb. bars, 70c. each, net; 6 Ib., 

Hangar Sets.—No. 958, $1 each list. 70c.; 8 Ib., 74c. ; 

_ Beacon Lights.—No. 959, $3.75 each 
et cei ae EXTRACTORS. 

nstruction Sets. — Zeppelin, No. ¥ 

96, $1 each list; No. 961, 81.50: No. Extractors.—Orange, No. 96, $2 per 
962, $5. doz. net; lemon juice extractor, No. 


Discount.—334% per cent. 4, 90c.; No. 6, 80c. 


Aeroplanes.—No. 1011, $4 per doz. 
net; Zeppelins, No. 1017, $4; No. 2017, GARDEN TOOLS. 


$8. Combination aeroplanes and + 
y sling 7 9 ; Tr Wy Garden Sets.—No. 3FSX., steel 
hae No. 2019, $8; C-Er-Fly, shovel, hoe and rake, $15.40 per doz. 
ibs ‘ ‘ sets, net; No. FH,, steel hoe, spade, 
T rake and fork, $9; other sets range 
BRUSHES. in price from 10c. per set to 50c. 


Brushes.—Paint, wall, 3% in., $4 to < 
$14.50 per doz. net; whitewash, 7 in., IRONING BOARDS. 

Ae 91: imi j 5 
a Lg mga tin. So vo Ironing Boards.—Standard, 4% ft., 
$16: flat varnish, 2 in., $1.20 to $6; padded, 558 per dos., Ret; Town Talk, 
oval varnish, $11 to $20.50. $30. 








BULL RINGS. LAWN ACCESSORIES. 

Bull Rings.—No. 21, $2.70 . ; Hose.—Rubber, garden, Commer- 
net,_No 35) $2.91; No. 35, $14.38: No. cial, % in., 634c. per ft., net; Leader, 
42, $4.05. si . % in., 6%c.; % in. 7%e.; Vigilant, 

; : 5g in., 834c.; sg in Ri : 

Good Luck, % in., 10c.; ilo . 
CARPET SWEEPERS. 10%c.; Bull Dog, 5% in., 13%. 

Sweepers.—Carpet, Grand Rapids, Lawn Mowers. "Roller bearings, 16 
ball bearing, japanned, $44 per doz. in., $18.25 each net; 18 in., $19.50; 
net; nickeled, $48; Standard  ja- 20 ‘in., $20.75; roller bearers, 16 in., 
panned, $36: Universal, japanned, $16.75: 18 in., $17.50; 20 in., $18.75. 


Automatic “'% 11-5, 16 in., $12, 18 
m-, $13; 20 $14. Style 10-4, 14 

, $9.75; 16 — $10.50; 18 in., $11.25; 
20 ’in., $12. Style 9-4, 14 in, $9; 16 
in., $9. 50; 18 in., $10; 20 in., $10.50; 
ball bearing, 16 in.; special, style 
8-4, 14 in., $8.50; 16 in., $8.90; 18 
in., $9.30; special, style 8-3 plain 
bearing, 12 in., $5.40; 14 in., $5.80; 
16 in., $6.20; 18 in., $6.60. 

Rakes. — Lawn, wooden, 3 bow, 
steel, Hub, $9 per doz. net; 3 bow, 
steel, hand made, $10. Wood handle 
on rake with 24 teeth, 24 grade, $6.60 
per doz. net. Bamboo, Lawncomb, $9 
per doz. net. Broom, No. 10, $2 per 
doz. net; No. 66, extra strong, $4. 


SIDEWALK CLEANERS. 


Sidewalk Cleaners. — Wallingford, 
No. SCX7%4, $8.65 per doz. net; No. 
LC, $10.25: No. 27%, $3.60; No. 7C, 
$10.25. Dover, No. 18, $10. 80 per doz. 
net. Deering scoop, 24 in., $6.25 each 
list, 30 in., $7.75. Discount 25 per 

4 


TRUCKS. 


Trucks. — Ash can, Little Man, 
large wheels, $30 per doz. net; Senior, 
large wheels, $28. Barrel racks, 
$3.75 each net. 


VACUUM CLEANERS. 


Vacuum Cleaners.—Universal, No. 
5801, complete, in lots of less than 
three, $32.25 each net, in lots of 3 to 
11, $31, in lots of 12, $29.75; without 
attachments, in lots of three, $27.50, 
in lots of 3 to 11, $26.25, in lots of 
12, $25. Super-Vac, No. 7201, com- 
plete, in lots of less than three, 
$34.25, in lots of 3 to 11, $33, in lots 
of 12, $31.75; without attachments, in 
lots of less than three, $27.50, in lots 
of 3 to 11, $26.25, in lots of 12, $25. 
Bee Vac, No; G10, in lots of less than 
three, $21.50; in lots of three, $20.10; 
attachments for same, $3.50 a set. 





PIT TSB December Business Was Only Fair— 
U RG “4 Some Price Revisions Are Effective 


(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, Jan. 7.—The hardware business in this district has 
shown no definite trend thus far in the month and it is yet too early 
to discern whether or not dealers are inclined to inaugurate a more 
liberal policy of buying. Jobbers have had a fair volume of fill-in 
orders in the last few days, but this was to have been expected as the 
result of depletion in stocks after Christmas. December business in 
the aggregate was only fair in this district and fell behind the last 
month of the previous year with most jobbers. 

The trade is now beginning to look toward spring business and 
1930 prices are being received regularly from manufacturers. With 
a few exceptions, changes are of little consequence thus far. Re- 
visions of only a minor nature occur in the new quotations of the 
Stanley Rule & Level Co. line, while new discounts issued by the 
McKinney Mfg. Co. and the Stanley Works make some slight read- 
justments, but leave the leading items unchanged. The Winchester 
line of guns is unchanged, although ammunition, as previously an- 
nounced, has been sharply advanced. Spring prices on fertilizers 
have come out and wire cloth quotations are reduced in recent sched- 
ules. Further reductions have also been made in prices on wire, 
nails and barbed wire, while poultry netting has been advanced. 
The new quotations appear below. Other minor price changes have 
come out in the last few years, but hardware prices in general seem 
likely to be changed very little in 1930. 


The Pittsburgh district steel indus- | several years during the last weeks of 
try enters the new year with almost | the month, have already reflected im- 
certain expectations of a steady im-| proving demand. Sheet, strip, tin plate 
provement in business, and operations, | and bar mills have been stepped up to a 
which declined to the lowest point in! better rate than has been reached here | 





Reading matter continued on page 86 


in about two months, and other depart- 
ments are holding their own. Demand 
from the automobile industry is grad- 
ually improving, but is not yet reach- 
ing any substantial volume. The rail- 
road equipment and structural business 
is accounting for most of the heavy 
tonnage now reaching local mills, and 
demand from this source shows con- 
stant improvement. Prices are still 
weak, but mills are adopting a some- 
what stronger position as business im- 
proves. This tendency, however, is still 
interrupted by sharp concessions on 
some products, which are not thought 
to represent the true trend of the mar- 
ket. 


PRICES QUOTED HEREWITH 
ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. 


Mansfield tires, 4 ply ay type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4.50, 
$8.25; tubes, $1.60; 29 x ‘is $9. 55: 
tubes, $1.70: 29 x 5.00, $9.90; tubes, 
$1.75; 30 x 5.00; $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 5.25, 
$11.10, tubes, $1.85; 30 x 5.25; $11.90; 
tubes, $2.00;'21 x 5.25, $12.50: tubes, 
$2.05; 29 x 5.50, $12. 65; tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes, 
$2.05; 30 x 5.50, $16.05: tubes, $2.35; 
30 x 6.00, $16.65; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.5 55. 

Prices in all instances are each 
and are subject to discounts of 12% 
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They look for 
the “Red Tag,” 
the mark of 
quality. 
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Only 
FIRST QUALITY 


IS PRODUCED BY CYCLONE 


—a concern long famous for quality leadership. 

—equipped with most modern facilities for produging the very finest wire: 
screen cloth. 

—backed by the immense resources of the United States Steel Corporation. 
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You have heard that the average man cannot tell guarantee of outstanding quality in every ship- 
the difference between various brands of wire ment. Your customers have found Cyclone 
screen cloth. But ANYONE will recognize the Fence and Wire products to be the finest they 
superior quality of Cyclone “Red Tag” Wire can buy. This prestige will help you sell more 
Screen Cloth. Cyclone “Red Tag” Wire Screen Cloth. 


— yong a ee geil ri Cyclone “Red Tag” Wire Screen Cloth is — 
chinery. Notice the galvanizing—your eye can in but one grade—the Pen - - gone oo 
see the difference. That’s because Cyclone uses the Cy clone — and ri a “7's eee 
a galvanizing process far superior to any other Cyclone jobbers. ie! 998 e Hing snags: Alea 
in existence today. Every process, every ma- — sige eee sage t 4 Aorta 
2 pone aise “tf han joer cannot supply 
ile aslncapiinanuaeiilaisaieacaia diene you, write for the name of the nearest jobber 
Cyclone’s long-established reputation is your who can. 












Cyclone Fence Company 


General Offices: WAUKEGAN, ILL. Branch Offices in All Principal Cities 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 






SUBSIDIARY OF 





























ri if e eeened > te, 
a 2 2 aa - <= = 
> Fd | Jett ih == UNITED STATES STEEL CORPORATION‘ I= 
Quality Products PRINCIPAL SUBSIDIARY MANUFACTURING COMPANIES: —\_Depen 
AMERICAN BRIDGE COMPANY CARNEGIE STEEL COMPANY ILLINOIS STEEL COMPANY THE LORAIN STEEL COMPANY 
AMERICAN SHEET AND TIN PLATE COMPANY CYCLONE FENCE COMPANY MINNESOTA STEEL COMPANY TENNESSEE COAL, IRON & R. R. COMPANY 
AMERICAN STEEL AND WIRE COMPANY FEDERAL SHIPBUILDING AND Dry DocK COMPANY NATIONAL TUBE COMPANY UNIVERSAL PORTLAND CEMENT COMPANY 


Pacific Coast Distributors—United States Steel Products Company, San Francisco, Los Angeles, Portland, Seattle, Honolulu. Export Distributors—United States Steel Products Company, New York City 


© C. F. Co. 1930 
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Ladies’ clamp skates, plain, $1.20 | SCREEN WIRE CLOTH.—Black wire 


per cent on tires and 15 per cent on 


tubes. per pr.; nickel-plated, $1.50 per pr. . 
» . oe wees cloth is now quoted at $1.60 per 100 sq. 
BATTERIES. MISCELLANEOUS TOOLS. ft. for No. 12 mesh and $1.70 for gal- 
ee a : Circular Saws.—6 in $2.25 each; | vanized. Bronze wire cloth is quoted at 
7 ‘ or . ases 8 in., $3.00; 10 in., $4.00. | 
oo po sparetacr hats ymE yy - Cross Cut Saws.—Simonds Crescent $5.50 per 100 sq. ft. for No. 14 mesh. 
Soe ta SO Nes esse oen ese ee a 7round, Nos. 13, 22, 113, 133, 324 and 
eee Serer ees <n oe ae 4 325, 5 ft., $5.40; 51% ft., $6; 6 ft., $7. SLEDS. 
No. 768 nee hin Shs Swi eie, ee 4 114 Electric Drills.—No. 141, $24 each; | Flexible Flyer Sleds, 3314 per cent 
“Lo 9 Ia decane tatanen 49 39 No. 142, $32; No. 122, $48; No. 562, off factory list. 
eee eo eee ee 105 "97 35.20; No. 382, $41.60. Lightning G lider Sleds, 32 in., $1; 
No. 766 it ea ceeteeeite? 5 1140 1:30 | Files.—Disston, 50 and 10 per cent | in., $1.20; 36 in., $1.35; 45 in., $1. 73 
No. ag iid athe th dada oe 1:40 1:20 | off list. Nicholson and Black Dia- | 47 in., $1.90; 52 ‘in., $2.20. 
No. 767 220002 gos pe rad. 3 oe cast OF Eat. Cinonis, | All prices arp met eben. 
a eae emote 1.93 1:79 gf on kes ee 2N 
‘No. 6 dry’ celis, ignition type, unit ar Me ri a 43, $2 each; No. | VENTILATORS. : 
Prlashtight.-No. 35 ie ; Continental line: De - Flekt - Air 
a ——No. 93: . each; . at 2e ventilators; N ; 
asians NG, 28h kt xoctgh | PAINTING SUPPLIES BN NO ab TE 8 Me 
19%c.; ‘No. 750, 13%%e. No. 791, 13c. Ready mixed paints, best grades, 117, $4.35 per doz. net. Continental 
Hot Shot.—No. 1461, $1.67: No 1661, $2.60 per gallon: lower grades, $2 wood frame cloth ventilators, No. 
$2.37. (white and dark greens, 15c. per gal. V-836, po ht - rg sie. 7 
2.20; No. -949, $3.75; No. 


higher); white lead, 14%4c. per Ib. in 


100-Ib. lots; 10 per cent less in lots $4.40; No. V-1537, $3.45; No. 











COAL HODS AND SHOVELS. of 500 Ib. or more, and extra 4 per $5.00 per doz. net. Conti- 
Coal shovels, Monongah. No. 1, cent less on lots of a ton or more: | nental’ metal frame cloth ventilators, 
$10.50; No. 2, $11; No. 3, $11.50 per turpentine, 65c. per gal. in barrel | No. 833, er eo 837, $2.80; No. 845, 
doz. Gail Black, No. 1, $9.25; No. 2, lots; raw linseed oil, 16c. per Ib., | $3.75; No. 1137, oy ng 1145, $4.40; 
$9.75; No. 3, $10. - per doz. Pace- in barrel lots. | No. 1437, $5.00, and No. 1445, $5.00 
maker, black, No. $12; No. 2, $12.50: : | per doz. net. 
“td ta per co ee rd POULTRY SUPPLIES.— Makers of eo te oe Xo. has Ber $253 oat 
‘ Gg. 5 ) Z = * ° ° ’ 4 
No. 3, $ doz. Black gold, Cel-o-glass and Vinlite have announced | doz. ; No. 03, $5.60 P doz. a. i, 
No. 1, $1! 2. $19.25: No. 3. ¢ : . : * ° * | $5.20 per doz.; No. 2, $5.60 per doz.; 
$13.75: No.4, $20 TR eg Rg | 1930 prices, = jobbers in this district No. 3, $6.40 per doz.; No. 4, $7.60 per 
Japanned, No. 5, 16 in., $3.25: 17 in., | are quoting 13%4c. per sq. ft. to the doz.; No. 5, $8.40 per doz. 
$3.60 per doz.: Galvanized No. 10, | trade - Wurldbest Ventilators, No. 2, $1.75; 
16 in., $4.30; 17 in.. $4.75; 18 in. ‘ No. 3, $2.00; No. 4, $2.50; No. 5A, 
$5.25; 20 in., $7 per doz. Gaivantee d | $3.00; No. 6A, $4.00; No. 6B. $4.50 and 
No. 76S, - and galvanized No. 868, | RADIATOR AND REGISTER a — ue SS _— prices 
$8.40 per doz. xalvanized No. 25, SHIELDS. | Hp a a dealer’s discount of 


15 in., $5.50; 17 in., $6 per doz. 
Gein Adjustable Radiator Shields WIRE PRODUCTS 


with woe Pan Humidifier: 





FERTILIZER. old Bronze Walnut F Wi 
G ) »TOnzZze a | ence Ire 
Old Gardener, assortment No. 1, | Aluminum Mahogany Ivory per 100 Ib. Annealed Galvanized 
$98.16; assortment cy 2, $59.95; as- | Each Each Fach | No. 6 to 9 gage...... $2.85 $3.30 sy 
sortment No. 3, $28. ms | No. 1 .... 0 $4.20 $3.85 | BURR. PD 5. zs pounce ping wR OS 2.90 3.35 
Koppers Velvet Lawn fertilizer, No. 1AW 455 1.20 oa 6 Eee ee aneree 2.95 3.40 
33% per cent off retailers’ selling fig- No. 207 .... 4.55 190 Mee. Mee eG sk taros soles 3.00 3.50 
ures. m No. 3W 1.90 4.55 <7 eee ee. 3.10 3.65 
Loma fertilizer, per case of 24 1-Ib. No. 4W 5 Os 4.90 | Oe | a ae 3.20 3.85 
cans, $3.60: per case of 12 5-Ib. cans, No. 5W "60 5.95 No. 15 reer e 7 4.15 
$5.04; per case of 10 10-lb. bags, $7. So. sy... 6.30 5.60 a Mo ae ae at ‘. 3. 7 4.35 
No. 6BW ... 6.30 5.60 | sarbed wire (per 80-ro¢ spool): 
FLASHLIGHT CASES. No. 7W ... 6.65 5.95 | 2-point RENEE: Couple's ¥o'509.50 Coe Cee 2.70 
‘ No. 8W .... 3. 7.00 6.30 ele. SORE ae Rae pre 
Winchester Flashlight Cases. —No. levister shields for floor use. Nos. Se Ro esa nrs cckh cee ans 3.12 
. 7 e y 1 “ 
6414, 62c.; No. 6514, 68c.; No. 6824, 1 and 5, $12 per doz.: No. 10, $10 per | OE QUID ek awww anew: dine Bae 2.88 
2-point cattle (special).......... 2.07 


$1.43: No. 6921, $2.40; No. "6924, $2.08; doz 
y | Field Woven Wire Fence (per 100 








all each. Register shields for wal ” iin 
Winchester Assortment.—No_ 1614, 2 an “gency a oe $5.20 | rods): 
$2.94 per assortment; No. 6214, $5.04 per doz. . ecm NT ENE e tcyuncteb bees ae sniics Oee $39.80 
per assortment. RUPE Yaw! Wisi ons Gs celecniete soo ee 
| ReOR EY ie sree a tanya ea ema 27.70 
jue eden. ROLLER SK ATES. oe > Fee ee 1 aE bo 
‘ é x 5 } Ivnion Hardware Co, line, No. 2, 939-11 ....... terereeeeeee ees 85.80 
Diamond No. 21, $1.35 per doz, No. 70c. per pr.; No. 3. 75c. per pr.; No. ie DO NER RO Spee een eee 45.20 
211%, $2.44 per doz.; No. 22, $3.56 per | 10. $1.05 per pr.; No. 5, $1.45 per pr. No. 14% gage: 
doz. X | Winslow line. No. 38%, $1.45 per _Poultry and rabbit: small mesh: 
Victor No. 1, $1.38 per doz.; No. pr.: No. 38. $1.60 per pr.; No. 38, rub- | ae eer r Ere pris 
1%, $2.44 per doz.; No. 2, $3.36 per ber tire, $2.50 per pr. PAD OREN. vi5G.. pas Rie Cases Gas 47.00 
doz. Winchester line. No. 3831. $1.35 ae OE | ear rier tan” ee ako A ee eee 54.25 
Triumph No. 1, $1.32 per doz.: No. sot a eS Bk ee woe fe a a 63.00 
1%, $2.20 per doz. Chapin line, No. 103, child’s skate, Steel Fence Posts: 
75c. per pr. Sa Painted 
Tubular Angle Steel 
ICE SKATES. . ee As Porer sees O80. CACN 2306 0000s 
Boys’ clamp skates, plain, 84e. per SASH WEIGHTS. is quiet | 6% sara 55e. pre a each 
pr.: nickel-plated, $1.20 per pr. . | (S| ae 5% 65e. each each 
Hockey pattern, $1.10 per pr.; and prices are unchanged at $42 a ton | RR eee eee 45c. each 
nickel-plated, $1.30 per pr. f.o.b. Pittsburgh. Bright nails, base, per keg, $2.60. 


Examine Clerks Carefully, Says Western Merchant 
what type of amusement is required to interest him? 

“It is worthy of mention here that one of the nation’s 
most successful employers of men required of every em- 
plovee a sufficient knowledge of the Book of Proverbs 
for applicant to recite from memory three chapters. If 
he could not recite three, he was required to learn them 
hefore becoming a member of the organization. 

“It might be interesting to investigate the background 
for the honesty of Lincoln, which earned for him the 
name of ‘Honest Abe’ and of whom the incident is re- 
lated that upon discovering a small error he had made 
in weighing an article he had sold while clerking in a 
country store he walked several miles to rectify the 


Shelby R. Smith, a well-known Western merchant, 
recently outlined the following points, which should be 
taken into consideration when employing salesmen: 

“1. Are clerks employed without being required to 
give .references ? 

“2. Are they made to feel that premium will be placed 
upon the traits of honesty and courtesy ? 

“3. Does the employer dignify the work by carefully 
examining the applicant’s antecedents ? 

“4. Is the necessary attention given to the moral fiber 
of applicant? 

Does the employer consider it worth his time to 
inquire as to the way applicant utilizes his spare time; 
what time is given to reading and mental improvement; mistake.” 


Reading matter continued on page 88 
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NOTHING 
FOR SALE 





Rather an unusual statement—coming from a jobber—and not one we 


would ordinarily make. It happens to apply just here and now. 


Fact is, we want you to pause a moment, Mr. Busy Dealer, who buys 


merchandise from us, while we say “Thank you.” 


Thank you—not for the dollars and cents alone, but for those other 
things which go to cement real business friendships; loyalty, mutual 


helpfulness, good-will. 


Perhaps we know you personally—we here in the house—so we can 
say, “Thank you, Bill, or Ed, or Pete.” Or perhaps you know us person- 
ally only thru our salesmen. Then we hope you will come and look us 


over some day and really get acquainted. 


But whether we know you personally or not, we express our appreciation 
for your patronage, hoping the service we have rendered in the year just 
ended has helped you to prosper so that you may feel justified in calling 


on us for even greater service in 1930. 


THE GEO. WORTHINGTON CO. 


CLEVELAND 








i 


| 
| 
| 
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- [ AN Business Last Year Was Satisfactory — 
€ LEV $ Prices Are Being Well Maintained 


(Cleveland office of HaRDWARE AGE) $1.17; casseroles with fancy covers, 
CLEVELAND, Jan. 7.—Traveling salesmen for hardware jobbing ‘Bie Plates.—S in., 50c.; 9 in., 60c.; 
houses have returned to their territories after the holiday recess and Me eT diate. 242, dhe: Ma: $14, 
sales conferences with an optimistic feeling regarding the business $1. Utility Dishes.—No. 231, 67c.; No. 
outlook for 1930. The volume of sales during the past year as a a Sg <2 cups, $1.67; 4 cups, 82: 
whole was satisfactory, November being the only month when busi- 6 cups, $2.3 
ness was particularly slack as compared with recent corresponding | jc SKATES. 
months. Mail orders during the holiday season when the traveling eaten Maaiedte te. Me. £204, 


men were off the road were about normal for that season of the year. egg in l Nor Pedtid Sante nickel 





i ivi i i i j i lated, $1.19 per pair; No. 524%, 
Considerable activity in spring merchandise is expected during the ee lke Sane iat Ge tee 
next few weeks. Holiday trade held up well in sleds, electrical No. 424%, same nickel plated, $1.60 

per pair; women’s skates, No. 5624, 


$1.12 per pair; No. 562414, ue 
nickel plated, $1.44 per pair. Shoe 
skates, $5.25 per pair. 


NAILS AND WIRE. 


Nails.—Factory shipment, car lots, 
$2.45 to $2.55 per keg; less than car 
lots for factory and stock shipment, 
$2.65 per keg; other products for stock 
shipment, No. 9 galvanized wire, $3.10 


kitchen utensils, cutlery and house furnishings. Retail sales in 
these lines were also good and retailers carried over light stocks 
of holiday merchandise. 

Sleds, skates and snow shovels have moved well this season and 
jobbers’ stocks are about cleaned out. The same is true of game 
traps. Skiis have moved rather slowly. 


Prices are being well maintained and there are few price changes. per 100 1b.; No. 9 annealed wire, $2.65 

he “ ‘ & a per 100 Ib.; polished fence staples, 
Manila rope has declined 1c. per lb., and jobbers will revise the $3.10 per, 100 Ib.; galvanized fence 
° ° . sta S, $3.3: 7 a n ’ 
price on orders taken for future shipment. Metallic and shot gun $2.65 per keg. ceraniecten 
shells have advanced 1214 per cent. Prices for the season are out tk thin Ge car Wea aa 


on stove pipe and elbows. Stove pipe has declined about 214 per hog wire, -$8.20 per 80-rod spool. 


cent and elbows are about the same as last year. Cell-O-Glass has | PAINTS AND VARNISHES. 


declined. Mixed paints, first qualitv, $2.90 to 

$3 per gal. for colors and $3.05 to 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO gj ME gy SE 
RETAILERS F.0.B. CLEVELAND. gal.; in 5-gal. lots. 9144¢c. per gal. 

care eae ce Linseed oil in drums. $1.08% per 


gal.: in 5-gal. lots, $1.23% per gal. 
White lead in 100 Ib. kegs, 14%4c. 


AUTOMOBILE TIRES AND SUP-| BOLTS AND NUTS. 
per 1lb.; in 50 and 25 lb. kegs. 14% c 


PLIES. Machine and carriage bolts, cut 


Tires and Tubes.—Mansfield tires, 
4-ply balloon, 29 x 4.40, $7.40; tubes, 


$10.20; tubes, $1.80; 30 x 5.25, $11.90: 


tubes, $2.00; 31 x 5.25, $12.25; tubes, 
$2. ee ed duty, 6-ply, 3 x 4.40, 
$9.50 x 4.50, $11.05; 30 x 5.25, 


$14.30; 331 x 56.25, $14.70; 33 x 6.00, 
yt 55; double service, 6-ply, 29 x 
4.40, $12.90; 29 x 4.50, $13.25; 30 x 
4.50, $13.95; 29 x 5.00, $16.85; 30 x 
5.00, $17.30; 30 x 5.25, $19.70; 31 x 
5.25, $20.35; Liberty, 4-ply, 29 x 4.40, 
$5.65; 30 x 4.50, $6.30; 29 x 5.00, $7.95; 
30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x 
— ¥ +4 high pressure cords, 30 
$4.40; 30 x 2%: $4.75; 31 x 4, 

$8. ie: 33 “4 4, $9.05. 


Anti-Freeze Liquids. — Denatured 
alcohol drums, 57c. to 64c. per gal.; 
5-gal. lots, 80c. per gal. Prestone, 
6-gal. lots, $3.60 per gal.; less than 
6-gal., $3.80 per gal. 


AXES. 


First grade, single bitted, rustless, 
black finished handled axes, $19.50, 
base, per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.; double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and smaller 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES. 
B and C Radio Batteries: 

orp ae adhd 
OS ore $1.14 $1.22 
J. eer 1.3 1.40 
LS) ae 1.92 2.06 
Jk 2.33 2.53 
 ) Sr 2.80 3.00 
oe ee eer 2.97 3.20 


Dry Cell A _ batteries, No. 7111, 
3514c. in standard packages, 40c. in 
broken lots; Columbia igniter dry cell 


batteries, 32 Ihc. in standard pack- 
ages, 36c. in broken lots. 





thread, hot pressed and cold punched 
nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in. and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size; 
stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 
T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., $4.25 per doz. 
Butts, case lots, 3 in. and 3% in., 
l6c. per pair; 4 in., 2lc. per pair; 
for less than case lots, all sizes are 
2c. per pair higher. Butts with sand 
blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. 


CELL-O-GLASS. 


Cell-O-Glass in 100 ft. rolls, 10%c. 
per sq. ft.; glass cloth in 100 yd. 
rolls, 24c. per sq. yd. 


CHAINS. 


Coil chain, ¥ in., $11.85 per 100 
b.: % in., $10.75 per 100 1b.; 5/16 in., 
$9.25 per 100 Ib.; % in., $7.85 per 100 
Ib. Cow ties, No. 14, $2.75 per doz.; 
No. 15, $2.50 per doz. Tie-out chain, 
60 per cent off list. 


GAME TRAPS. 


Victor traps, No. 0, $1.10 per doz.; 
No. 1, $1.38 per doz.; No. 114, $2.40 
per doz.; No. 2, $3.36 per doz.; double 
grip, No. 91, $2.44 per doz.; Oneida, 
jump traps, No. 0, $1.59 per doz.; No. 
1, $1.83 per doz.; No. 1%, $2.81 per 
doz.; No. 2, $4.89 per doz. 


GLASS BAKING WARE. 


ee Git or oval, 1 qt., 
$1; 1% » $1.17; 2 qt., $1.83; square, 





ner Ib.: in 12% Ib. kegs, 14%c. per 
Ib 


Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

FEnameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY NETTING AND WIRE 


CLOTH. 


Poultry netting after weaving, 60 
per cent off list; galvanized hefore 
weaving, 60 and 10 per cent off list. 
Wire cloth per 100 sq. ft.. 12-mesh, 
black, $1.60: 14-mesh, $1.90; galvan- 
ized. 12-mesh. $1.80: 14-mesh. $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 


RADIO EQUIPMENT. 


Tubes, CX No. 112A. $2.50; CX No. 
326. $2: CX No. 327, $3: CX No. 380, 
$2.50; CX No. 371A, $2.50. Dealers’ 
discount from these prices, 35 per 
cent. 


ROLLER SKATES. 


Union Hardware Co. roller skates, 
Nos. 4 and 5, $1.36 per pair case 
lots and $1.42 per pair for less than 
ease lots. No. 6, $1. 45 per pair for 
full case lots, and $1.55 per pair for 
less than case lots. 


ROPE. 


Best grade manila rope at 22% 
per Ib. for factory shipment and oe. 
ner Ib. for stock shipment; sisal rope. 
16c. per lb. for factory shipment and 
16%4c. for shipment from stock. 


SHEETS. 


24-gage galvanized sheets, $4.60 per 
100 1b. 


SNOW SHOVELS. 


Snow shovels, No. 33 galvanized, 
$9.50 per doz.; No. 34 galvanized, $10 
per doz.; No. 36 a $13.50 
per doz.;: No. 35 maple, $18 per doz.; 
No. 31 steel blade. $9. 25 per doz.; : No. 
27%, children’s, $2 per doz. 
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Drop F orged ---Not- Cast 


----- another reason why 
TRIMO is an exceptionally 
good pipe wrench 

























Point out to your next pipe wrench custo- 
mer that the handle of an all-steel TRIMO 
wrench is drop forged, not a casting. 


It would be a little less expensive to make 
the handle of cast iron—but it would also be 
a little easier to break that handle, if we did. 


No pains are spared at thé TRIMO factory 
in making TRIMO the strongest and safest 
of pipe wrenches. The drop forged handle 
is simply another reason why TRIMO is 
the best wrench for your customers to buy. 


TRIMO 


TRIMO Pipe Wrench 





Made by Trimont Mfg. Co., Inc., Roxbury (Boston), Mass. 
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scence mat 


Hot off th® Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them 
have been copied, the rest will be.” 

















Mistress—You say, Essie, that your 
husband beats you constantly ? 

Essie—No mom, Ah doan want to | 
tell anyfing but de trufe. Ah wants to 
do mah husban’ justice. Some days 
he’s away rabbit huntin’ or fishin’. 

Nancy—‘“I’ve just come from the 
beauty parlor.” 

Mary—“Too bad you didnt get 
waited on.” 

Macdonald—‘And how's the world 
been treating you lately?” 

Macdougal—*Verra_ seldom, Mac; | 
verra seldom.” 





Judge: “You are charged with run- 
ning your car 60 miles an hour, smash- 
ing a telegraph pole, going through a 
plate glass window and injuring six 
people. What do you say?” 

Young Lass: “Don't the $15 I pay 
for my license entitle me to any privi- 





leges ?°” 


A policeman brought in a_ negro 
woman. The desk sergeant scowled 
and roared at her: 

“Liza, you've been brought in for 
intoxication.” 

“Dat’s fine!” beamed Liza. “Boy, 
you can start right now!” 


“Jack, are you sure it is me you're in 
love with and not my clothes?” 
“Test me, darling.” 


Auctioneer: “Fifty—who'll give me 
a dollar?” 

Old Lady: “Dollar.” 

Auctioneer: “Dollar—who'll give me 
dollar-fifty—dollar—who'll give me dol- | 
lar-fifty ?” | 

Same Old Lady: “Dollar fifty.” 

Auctioneer: “Sold.” 


When you speak of other people for 
their good, it is influence; when other 
people speak to you for your good, it’s 
interference. 





“What did you say Harry’s business 


| is now?” 


“Stocks and blondes.” 


Even a three week’s quarantine may 
prove a blessing in disguise. The fol- 


lowing letter received by the Health | 


Department of an eastern city will 
prove this statement: 

“T wish to thank the city authorities 
for quarantining my family and me re- 


cently for three weeks because one of 


them had smallpox. During that time 
my wife caught up with her sewing. 
We had three square meals every day, 
as no one came in and she was not per- 
mitted to leave. We enjoyed three 
weeks of good night’s sleep, and best 
of all, a cousin with four children, who 
had arranged to visit us, saw the small- 
pox sign on the door and left town so 
scared that she will never come back 
again.” 

First Voice on Phone: “This is Jack. 
Do you love me, Peg?” , 

Second Ditto: “Of course, dear.” 

First V. O. P.: “You two-timer! 
This is not Jack; it’s Paul.” 

Second, Ditto: “You double-crosser ! 
This is not Peg; it’s Frances.”’ 


Members of a tribe in the Kalhari 
desert are said to bury their sick people 
alive, and we'll bet that is one place 


| where people don't go around all the 


time complaining about being sick. 





Isn’t wireless wonderful? Think of 
the jazz bands, the sopranos, the bed- 
time stories, the speeches, the poetry 
and the thousand and one things you 
can silence with one little turn of a dial. 


Wife: “Oh, John, I’ve discovered 
that the woman next door has a hat 
like mine.” 

Hub.: “Now, I suppose, you’ll want 
me to pay for a new one.” 

Wife: “Well, dear, that would be 


cheaper than moving.” 


“George, do you know what that 
A. D. stands for?’ asked Mr. Jones, 
pointing to a cornestone of the build- 
ing bearing the date “A. D. 1924.” 

“Suttinly, boss, suttinly,” responded 
the chauffeur. “Why, dat here A. D. 
stands for ‘All Done’.” 


“Which are the students here?” asked 
the visitor. 

“The ones who are not wearing coon- 
skin coats,” replied the president of the 
college. 


Mencken: “What did you think of 


| that two-for-a-dollar cigar I gave 


you?” 
Blencken— “I thought you must have 
kept the 95-cent one.” 





“Can your fiancee keep a secret?” 

“T should think she can. We were en- 
gaged two or three weeks before I 
knew a thing about it.” 

The ladies of this Church have cast 
off clothing of all kinds. They may be 
seen in the basement of the church any 
afternoon this week. 


Ile: “How long did it take your girl 
to learn to drive your car?” 

Him: “It'll be three years in No- 
vember.” oak. 


Don't go through life preaching 
things you cannot practice, folks won't 
listen and you'll lose confidence in your- 
self. 


Farmer: “Come on, I'll show you 
how to milk a cow.” 

Novice: “Perhaps I'd better start on 
a talt.” 

Washington's picture is on the new 
dollar bill, but it would have been more 
fitting to use that of Delaware’s present 
Governor, C. D. Buck. 

Mrs. Gruffy: “You're becoming ab- 
solutely unbearable. It will soon be 
impossible to live with you.” 

Gruffy (hopefully): “How soon?” 
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THE MATERIAL OF 











Fine homes, too, provide a ready market 


for Bakelite Molded door knobs 


T HE deep, lustrous brown of Bake- 
lite Molded door knobs is in per- 
fect harmony with the rubbed wax fin- 
ish of oak paneling. In the rich setting 
of a fine home or in a modest cottage 
or bungalow these knobs are equally 
appropriate. 


Bakelite Molded door knobs are re- 
markably strong and durable. The 
color is permanent, and goes clear 
through the material, so it cannot wear 
off. The lustrous finish is acquired in 


the molding process and neither age 
nor use will dim it. These knobs never 
need polishing or refinishing. They 
may be wiped free of any grime or 
dirt with a damp cloth. They cannot 
corrode in any climate. 


A stock of Bakelite Molded door knob 
sets, in the several colors available, 
should prove a profitable investment 
for any hardware dealer. Write to the 
manufacturers, the National Brass Co., 
Grand Rapids, Mich., for full particu- 
lars. 


BAKELITE CORPORATION 
247 Park Ave., New York, N. Y. Chicago Office, 635 West 22nd St. 


BAKELITE CORPORATION OF CANADA, LTD., 


BAK 


REGISTERED 













163 Dufferin St., Toronto, Ont. 


LITE 


U. &. PAT. OFF. 


SSS 


A THOUSAND USES 


“The registered Trade Mark and Symbol shown above may be used only on products made from materials 
manufactured by Bakelite Corporation Under the capital “‘B”’ is the numerical sign for infinity, or unlimited 
quantity It symbolizes the infinite number of present and future uses of Bakelite Corporation’s products." 
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For Light Interior Doors 





UNEXCELLED 


Made for a definite purpose— 
a specialty—This is part of the 
excellence of all Rixson products 
—that they are made to do a well 
defined job and do it superlatively 


well. ° 
This is well illustrated in the Junior 


“Junior” Check. It is specified 

“for use with light interior 

double swing doors not over 2 ft. Double 
8 in. il Rixson “Junior” s 
permits these doors to swing in A 

both directions, closing them cting 
gently without any rebound or 

flip flap. All the precision and 


uniformity of action for which Floor 


the larger Rixson Checks are 

famous is embodied in _ the 

“Junior.” Of course, the advan- Check 
tage of lower cost is considerable. 

All wearing parts are of case- 

hardened steel. An unusually b 
durable compressing spring sup- y 

plies the closing power, but the 

door will automatically hold open RI > ~ ON 
when pressed back to right angle 7 
position. Yet where a door is 

desired that is always self-closing, 

the hold open feature can be 

omitted. 









& srejour “4 
Catalogue 


fF | SWEETS ff 





Or, ask for more de- 
tailed information from 
the nearest Rixson 
Representative. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue, Chicago, III. 


New York Office: 101 Park Ave., N. Y. C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 









A 
100% 


\ 


| ee a. | 














Builders’ Hardware 


Overhead Door Checks 
Floor Checks, Single Acting 
Floor Checks, Double Acting 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 








Olive Knuckle Hinges Butts, Pivots and Bolts 
Friction Hinges Door Stays and Holders 


Taking Up the Slack 


S seasonal decline often the result of habit? Or is 

it inevitable in many industries? Even where it is 
inevitable will not a little imagination help often, “to 
take up the slack’’? 

Election years were always said to be bad for business. 
The man mentioning it today would sound like a 
museum piece. 

Sending telegrams was for serious, hurried, business. 
Today thousands are used for greetings. 

The book business lived in a musty, academic, 
quietude. It consumes today, tons of paper and rivers 
of ink, with volumes rolling off the presses in torrents, 
because someone thought about “Book Clubs.” 

Restriction of immigration killed the third class traffic 
for Atlantic steamers. Someone changed “third class”’ 
to “tourists” and no one—well, hardly anyone—stays 
home any longer. 

Ice was a summer commodity. Today the refrigera- 
tion industry is teaching the housewife to keep a mini- 
mum of flity degrees all year round. 

Flowers were bought on the corner for weddings or 
funerals. Sending them by wire, and Mother’s Day, 
have revolutionized the industry. 

The right kind of a survey might show an amazing 
number of sales charts, where bad habits have spawned 
deep curves which right thinking could change to 
straight, healthy lines.—The Shaft. 


There are approximately 31,000,000 telephones in the 
world, of which the United States has nearly 19,000,000. 
In all of Europe there are less than 9,000,000. This 
country is sold on the value of the telephone. Our 
people are accustomed to its use, either for business or 
social purposes. But—business men do not yet realize 
its value as a sales medium. Thousands of extra sales 
could be made by hardware stores every year through 
judicious use of telephones. 


* * * 
Money talks—often over the telephone. 
* *K Xx 


If a woman is worth her weight in gold, just how 
much is she worth? Asa matter of fact, she would have 
to be almost in the dieting class to weigh as much as 
$50,000 in gold. Evidently the insurance companies 
rate women inuch higher than that, as several of the fair 
sex are insured at over a million dollars. One woman 
is said to carry a policy of three and a quarter millions. 
We know what some of you are thinking, but it isn’t so; 
they are all worth more alive. 

i 

Insurance isn’t a gamble; it’s an investment. The 

gambler is the man who lets his policy lapse. 
x * x 

Price is not the greatest inducement for a customer to 
trade with you regularly. We are all paying more for 
goods, every day, than we would have to pay if price 
was the only thing which influences us. 

ss 

When quality deteriorates to a certain point, price 

means nothing. 
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All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 
line of GRIFFIN Hinges 
and Butts. 7 7 7 7 





Manufacturing Ca 


ERIE, PENNSYLVANIA 
ae Officer_. 
Chicago, 555 W. Randol st. 


Son Francisen 70 SMa Market St. 











ARMSTRONG BRIDGEPORT 
GAVE TO THE TRADE IN [929 


KALORIZED: DIES=xitzet ize VISES 
BRASS «COPPER DIES: More 
will be announced during \Q302 


HE oldest manufacttrer 
of pipe tools in the world 
—and yet ever the newest. As 
industry and piping change 
or advance so does ARM- 


STRONG. 


Whenever something new or 
something better is needed 
ARMSTRONG of Brivceport 
promptly serves the trade— 
Now as in 1869. 


During 1929 the trade was 
forced to meet new problems. 
A new DIE was required, that 
would cut easier and thread 
perfectly. Kalorized ARM- 
STRONG Adjustable DIES 
are not only the first to meet 
this important demand but 
the only one of the kind. 
Perfect threads, little effort, 
less sharpening and long life. 
The new series ARMSTRONG 
Hinged Pipe Vises are the last 
word in vise construction and make 
work easier as well. The sudden 
national popularity of Brass and 
Copper caused ARMSTRONG to 
introduce a special die that has no 
equal for threading the softer 
pipes. The I. P. S. sizes are marked 
“For Brass Pipe Only” for instant 
indentification. 




















The good work is not over it is 
merely beginning. Watch the ad- 
vertising of ARMSTRONG of 
BRIDGEPORT during 1930 for a 
number of other worthy improve- 
ments which will be announced as 
soon as each have gone through 
the stringent tests required an 
ARMSTRONG product before sale 
begins. 


Jc RMSTRONG MFG.CO. 


“FOUNDED 186: 


OF BRIDGEPOR CONN, 


42 QU RRS PSCC SSS SSS SST eee 


THE ARMSTRONG MFG. CO., 
295 Knowlton St., BRIDGEPORT, CONN. 





Pin the coupon 
to Your Letter- 
head and Mail 





Please send us complete set of interesting folders and place us on your 
mailing list to receive facts on new products. 


ME Fea Oat de bine O A 28 A:6.016 66.0415 ce REET EERE ORO REESE RCO ROEM 


POR eee Ce yee ET ER TT ET CETL ENT OR TP ee 
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When you hand a 


customer a Maydole 


there are no argu- 
ments to answer and 


there will be no com- 


plaint, he Knows it 


is the best hammer 


that money ean buy. 


You’ll sell more hammers if you 

display and recommend Maydoles. 

Your jobber can supply you with 

standard assortments or the styles 
and weights you need. 


Write for free supply of Pocket 
Handbooks 23 “C”’ 
YOouR HAMME a 1843 
Maydaole 
Hammers 


The David Maydole Hammer Co.,Norwich NY 


3545 




















How a Retailers Met All Competition 
With the Aid of a Jobber 


(Continued from page 48) 


ords show that the 50 per cent in- 
creased business represents building 
up established accounts, there being 
little or no change in Walker’s list of 
dealer customers. Further analysis 
of these 1929 figures show that the 
sale of the M.M.P. or competitive 
grade goods represents 24 per cent of 
the total sales. In this class of mer- 
chandise alone, 1928 business was 
6624 per cent less than it had been 
three years previous in 1925, where- 
as the 1929 sales of competitive grade 
merchandise is 700 per cent greater 
than in 1928. 

As sales agents for the steel shelv- 
ing and steel display equipment made 
by David Lupton & Sons, Philadel- 
phia, Pa., the firm of W. Walker & 
Son, Ltd., has sold 476 counter mer- 
chandisers and 100 cutlery display 
cases. Though M.M.P. membership 
requirements do not necessitate the 
purchase of any display equipment 
it is Mr. Walker’s observation that 
the stores which purchased and in- 
stalled this equipment have made bet- 
ter progress than those who remodeled 
their old fixtures or had local 
carpenters imitate standard makes of 
display equipment. 

In less than one year the fame of 
the M.M.P. has reached other parts 
of the world. Many American whoie- 
salers heard briefly of the plan from 
Mr. Walker, who attended the At- 
lantic City convention and _ spoke 
briefly at one of the sessions. He at- 
tended recently in Indianapolis, Ind., 
a convention of wholesalers and re- 
tailers, sponsored by David Lupton 
& Sons, and addressed this body more 
completely. Two or three Canadian 
wholesalers are making arrangements 
with Mr. Walker for similar service 
in their territories. 


A banker in an Ontario town not 
far from Toronto, visited Walker and 
asked what he had done to a certain 
local hardware dealer. The plan was 
briefly explained. The banker then 
asked that the same treatment be 
given another dealer in his town so 
that the second dealer might improve 
his financial status as had the first 
dealer. A preacher in another small 
town used the plan and: work of the 
M.M.P. as a text for a sermon to 
business men. 

A good text to be taken from this 
plan might be “Go thou and do like- 
wise. 

Albert W. Walker was a retail 
hardware merchant at 13. He had a 
$75 opening stock and extra working 
capital of $9.75. Twenty-one years 
later he sold this retail business to his 
brother, I. W. Walker, who runs it 
today as the North End Hardware 
Co. At the time the business was 
sold it had an inventory of $18,000 
and enjoyed average annual sales of 
$70,000 with $90,000 the sales record 
for a banner year. 

Seven years ago Mr. Walker 
formed the W. Walker & Son Ltd., 
firm to handle strictly at wholesale 
hardware and related lines. He is 
president and manager of this firm. 
The name is the same as he had used 
in the retail business that his father 
was associated with him for a time. 
Mr. Walker is first vice-president of 
the Canadian Wholesale Hardware 
Jobbers Association and president of 
the Toronto Progress Club. His 
grandfather, Robert Walker, invented 
the first hand drill used in Canada. 
This was back in 1874. The original 
model is on display at the Walker 
warehouse. 





New Mail Order Catalogs Show Price Reductions 


Sears, Roebuck & Co. and Montgomery 
Ward & Co. recently issued their mid- 
winter sales catalogs, showing reductions 
averaging around 10 per cent in prices of a 
wide range of commodities. 

Both companies will continue to pay 
postage on orders that can be sent conve- 
niently by parcel post, and freight will be 
prepaid on other articles. 

“Every year we send out our ‘Mid- 
Winter Flyer,’ which is a bargain catalog, 
filling the same function that January sales 
do for ordinary retail establishments,” 
General R. E. Wood, president of Sears, 
Roebuck & Co., is quoted as saying. “On 
2000 to 3000 items we will show our usual 
seasonal reduction, varying from item to 


item but running in general about 10 per 
cent. The 38,000 other items in our cata- 
logs will remain unchanged in price.” 


Montgomery Ward & Co. said in their 


statement : 


“Every item listed is new goods. Over 


2000 of the best bargains from our gen- 
eral catalog are greatly cut to make this 


the biggest sale in our history. The 3000 
items listed include auto accessories, cloth- 
ing, millinery, farm implements, shoes, fur- 
niture, furs, hardware, notions, radio sets, 
rubber goods, stoves and ranges, table linen, 
wall paper, washing machines, jewelry, 
dairy supplies and most of the things used 
on the farm and in the home.” 
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Night Skeet Shooting 
(Continued from page 55) 


the gunner is in that position. At 
Station 7, two of the larger projec- 
tors are mounted on stands at one 
side of the trap house and a few 
feet to the rear, and on the other 
side one unit is similarly mounted. 
On the top of the low trap house at 
Station 7 there is one of the smaller 
projectors with stippled lens and a 
shield on one side. 

“As the gunner goes from one 
station to the next around the semi- 


circle, he turns off the small lamps | 


upon leaving. That is, starting with 
Station 1, the units installed on each 
side are lighted until the gunners 
reach Station 3. There is enough 
“spilled” light to assist the gunners 
in sighting, and consequently, no 
small units are required. 

“When starting the shoot, Station 
1 is the only one lighted. When 
Station 2 is reached, both Stations 
1 and 7 are lighted. When the gun- 
ners have finished at Station 5, the 
lights at Station 1 are turned off. 
The Station 7 lights are used then 
until the gunners have finished 
shooting in one direction from Sta- 
tion 8, midway on the line between 
Stations 1 and 7. As soon as the 
gunners have finished shooting 
toward Station 1 they reverse their 
positions, the lights at Station 7 
are turned off and those at Station 
1 turned on. 

“Having gone around to each sta- 
tion and shot consecutively at birds 
from each station, the gunners re- 
turn to Station 1. On the second 
trip, two birds are shot simultane- 
ously, one from each trap, until Sta- 
tion 7 is reached, from which three 
birds are shot. 

“As a result of the success of 
skeet shooting at night, at the Lynn 
field, several other ranges have been 
surveyed for lighting equipment. 
Trap and skeet shooting have joined 
the increasingly large list of out- 
door night sports such as football, 
baseball, soccer, races, hockey, prize 
fights, wrestling and tennis.” 








Gilbert 


1807 


Broadcasting from the following stations: 


KDKA KMOX WLW WoOc 

WBBM KMBC WCcco WGY 

WTAM KRLD WOR WLIT 
WJSV WBT 


<> 


A NEW LINE OF ALARM 
CLOCKS FOR 1930 


Write for Samples and Complete 
Information on Gilbert’s New 


Alarm Clock Designs 


WILLIAM L. GILBERT CLOCK CO. 


Chicago Office: Main Office: New York Office: 
10 S. Wabash Ave. WINSTED, CONN. 200 Fifth Ave. 














For whom did Daddy 


buy the electric train 
on Christmas? 


Right now it looks like a 50-50 prop- 
osition. Dad is just about as inter- 
ested as Junior. Men never quite 
lose the romantic touch that a well 
constructed toy gives—even a gray- 
haired woman looks with interest at 
a doll. 


But the Kids Themselves 
Are Your Best Salesmen 





Give your toy line prominence, both 
in the store and in the windows. 
Make TOYS a source of profit 
throughout the year. 





KEEP TOYS CONSTANTLY ON DISPLAY 
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COMING HARDWARE CONVENTIONS 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SOUTHERN HarpWARE JopBerRS’ ASSOCIATION JoINT COoN- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT AsSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. 

CoNNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party, Feb. 19. 

HarpWArE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
Ne AG. 

IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS AS- 
SOCIATION CONVENTION, Pocatello, Jan. 28, 29, 30, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

Itt1noIs Retart HARDWARE ASSOCIATION CONVENTION 
AND ExuIsiTIon, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 

Iowa RetaiL HarpwaRE ASSOCIATION CONVENTION AND 
ExuH1sitT1on, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason City. 

Kentucky HarpDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 17, 
1930. J. M. Stone, sec., 200 Republic Bldg., Louisville. 

LovIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CoNVENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 

MicHIGAN RetTait HarpwarE ASSOCIATION CONVENTION 
AND Exuisition, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klingman Exhibition Bldg. A. J. Scott, sec., Marine City. 

MiInNEsoTA Retait HarpwarE ASSOCIATION CONVEN- 
TION, Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. 
Casey, manager, 2344 Nicollet Ave., Minneapolis. 

MissIssipPI RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION CONVENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 

Missourr Reta. HARDWARE ASSOCIATION CONVENTION 
AND ExuisitTion, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Billings, Feb. 3, 4,5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
sec., Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Jan. 21, 22, 23, 1930. Place to be de- 
cided later. W. W. McAllister, sec., Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. 

TuHirp ANNUAL NaTIONAL House FuRNISHING EXHIBIT, 
Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, Palmer 
House. Warren Edwards, sec., 105 West Adams St., Chi- 
cago, Ill. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton 


Hotel. Exhibition at Municipal Auditorium. George H. 
Dietz, sec., 414-19 Little Bldg., Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND HarpDWARE DEALERS ASSOCIATION, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters, 
Hotel Statler. George A. Field, sec., 80 Federal St., Boston, 9. 

New York STATE RETAIL HARDWARE ASSOCIATION CoN- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 
sions and exhibition will be at Edgerton Park. Headquar- 
ters, Seneca» Hotel. John B. Foley, sec., 510 Hills Bldg., 
Syracuse. 

NortH Dakota RETAIL HARDWARE ASSOCIATION COoN- 
VENTION AND EXHIBITION, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 

Oxu10 HarpwareE ASSOCIATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 
L. Unger, sec., 207-208 Bloomfield Bldg., Oklahoma City. 

Orecon RETAIL HARDWARE AND IMPLEMENT DEALERS 
ASSOCIATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

Pacitric NorTHWEST HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

PANHANDLE HARDWARE AND- IMPLEMENT ASSOCIATION 
Convention, April, 1930. Place to be announced later. 
C. L. Thompson, sec., Canyon, Tex. 

PENNSYLVANIA AND ATLANTIC SEABOARD HaArpWarE As- 
SOCIATION, INc., CONVENTION AND ExuisiTiIon, Atlantic 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, 
1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. 

SoutH Dakota RetaiL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4, 5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicolett Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, sec., Spring Arcade Bldg., 
541 South Spring St., Los Angeles. 

SOUTHERN HARDWARE JOBBERS’ ASSOCIATION AND AMERI- 
CAN HARDWARE MANUFACTURERS ASSOCIATION JOINT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank, Bldg., New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 
atre Bldg., Atlanta. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION AND EXHIBITION, Houston, Jan. 21, 22, 23, 1930. 
Dan Scoates, sec., College Station. 

VirGIniIA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos. B. 
Howell, sec., Richmond. 

WEstT VIRGINIA HARDWARE ASSOCIATION CONVENTION AND 
ExuHIBITION, Huntington, W. Va., Jan. 21, 22, 23, 1930. 
James B. Carson, sec., 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23, 1930. 
H. J. Hodge, sec., Abilene, Kan. Western Hardware Show 
in connection; L. W. Shouse, Kansas City, Mo., in charge. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. G. W. Kor- 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 
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Isolate the Germ 


(Continued from page 59) 


Now, the joke of this situation is that this jobber 
has no goods bought at the old prices himself. He will 
have to pay the advanced prices if he gets any goods. 
When he was asked over the telephone what the great 
idea was, he replied that he was willing to stand this loss 
himself. 

Just after receipt of this message from this jobber I 
told my friend the secretary that I was in no condition, 
spiritually or mentally, to talk to a bunch of jobbers. 
Imagine my surprise when I hear a burst of laughter 
on the other end of the telephone. “You are just the 
man,” came the word, “to do this job. The jobbers in 
our line are doing exactly the same thing that you tell 
me that this particular jobber did. What we want you 
to do is to come to our meeting, stand up and tell the 
jobbers what you think of this blankety blank kind of 
blank foolishness.” 

This, of course, was an alluring offer, which I forth- 
with declined, but, after all, when one stops to think 
what a profit in business means, and what a lack of 
profit means, it does seem that some of the executives 
of this country, to use a frequent expression of a friend 
of mine, “should have their heads examined.” 

A profitable business means good wages, a high stand- 
ard of living, the better things of life, pensions, taking 
care of the old and needy, keeping up hospitals, asylums 
and churches. Beyond all this, it means a liberal, open, 
broad attitude of mind. It also means dividends to stock- 
holders. 

ay ee 

A lack of profit means a reduced force, reduced wages, 
inefficiency, rebellion and, more than all this, a narrow, 
contracted state of mind. 

A man who is making a profit has a feeling of good- 
will toward his fellow men. His management of his 
business and the conditions surrounding his business 
permit him to live in a humane manner. The man who 
is not making a profit is troubled and worried. He is 
compelled to do mean things—things that he despises. 
Necessity knows no law. The man conducting an un- 
profitable business is usually decidedly short on good- 
will toward his fellow men. 


* * * 


All of these things are well known. I am just deal- 
ing in bromides, but if they are well known, why in the 
name of common sense do manufacturers, jobbers and 
retailers cut prices with such great enthusiasm without 
thinking what they are doing? 


x * * 


Now, just a word at the opening of the New Year. 
Probably the most important word that I can write for 
1930 is WATCH YOUR PRICES, MAINTAIN 
YOUR PROFITS and DON’T BE STAMPEDED 
BY ANY KIND OF AN OLD RUMOR TO CUT 
YOUR PRICES. It may take some time after the 
opening of the New Year for prices to settle down and 
straighten out. There will be all kinds of stories about 
prices—old prices, old arrangements, and then, of course, 
the usual allowance for the straight-out Annanias and 









FREE a %, 
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Send tor a sample. aX 
paper of these modernly- 


packaged BAKATAX 
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GEO. BAKER & SONS, INC. \A Fae Se 
BROCKTON, MASS. Neh a 


















“Mind My Words—Today 
I’m Buying a Farrand Rule” 
The FARRAND RAPID RULE 


is no bundle of flimsy sticks—yet it is more rigid 
It is not a limp tape,—yet 
it measures around curves with equal facility. 


than a wooden rule. 


Thousands of carpenters and mechanics all 
over the world are buying ° 


THE MODERN TOOL FOR MODERN 
CRAFTSMEN 


which coils in a small holder of vest-pocket size. 
Are you prepared to demonstrate this rule to your 
customers? 
Distributed through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 














Now!! 


is the time to send in 
your reservation for the 


Spring Buying Number. 
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LUTHER Skate Sharpeners 


The skating season may be near an end but it is a good time to 
order your grinder, because you can use it for your shop work and 
have it ready for use next season. 


Complete for immediate use with clamps and grinding wheels at a 


very low price. We 
also have a motor 
model. Prices from 
$14.00 to $45.00 
depending upon 
motors used. Get 
literature and 
prices now. 


Luther, Inc. 
299 So. Water St., 
Milwaukee, Wis. 








Prices 


$14.00 Up 





and many other 








Metal Siding 
Corners 


an 
Screen Door 
Hardware 


Roller and Ice ir 
Skates 


‘Lawn and 


Garden Tools ; 


Corn Huskers 


Profitable 
Specialties 








storm-sash 


dow fit snug. 


cialties. 


With KEES GOSSETT SCREEN HANGERS 
window screens or storm windows 
and easily put on or taken off. They permit 
to be swung out for ventilation 
or screens for brushing out flies and wash- 


1g windows. 


KEES SCREEN HANGERS are made in 
rights and lefts—special flanges make win- 
Each pair wrapped; 


ith real wood screws 
»bbers everywhere. 


are quickly 


packed 
(not nails). 








The Easy Way to Hang Window 


— Screens and Storm Sash 
Window Screen 


8 


Stocked by leading 
A card will bring you free samples 
and catalog of many other fast moving Kees hardware spe- 
Write us today. 


F. D. KEES MANUFACTURING CO. 


Beatrice, Nebraska 





















Tools 


They SELL all through the gar- 


dening season. 


and cultivator. 


with a garden needs one. 


The Cultivator 


does the work of a hoe, weeder 


Every family 


three sizes to carry. 


“OQUT-U-KUM” 
beats them all. 


Only 
Weed Puller 
A push and a 


pull and out come weed and 


entire root. 


Wonderful sellers. 


MANUFACTURED ONLY BY 


C. S. NORCROSS & SONS, 
BUSHNELL, ILL., U. S. A. 




















Sapphira stuff. There will be plain lying, lying by in- 
ference and fancy, high-class lying. 
. * & 

Don't just meet the price. That’s the curse of busi- 

ness in this country today—meeting the price. 
** 2 

I was talking to my doctor about the germ of influ- 
enza. He tells me that the only way to cure any disease 
is to isolate the germ, then study the gentleman and then 
take means to kill him off. 

Price cutting is worse than the germ of influenza. 
Back of this’ germ is lack of courage. People who cut 
the price have lost their nerve. They are afraid. Allow 
me to suggest to manufacturers, jobbers and retailers 
that in 1930 instead of meeting the price, that they 
isolate the price-cutting germ. Let us all study this germ 
a little bit. Let us get the facts, and maybe if we are 
patient and have the facts, we may be able in a large 
measure to exterminate this germ that is costing this 
country not only so much money but so much unhap- 
piness. 

So now “30” for 1929. Our job in 1930 is to be 
patient, to isolate the germ of price cutting, put this germ 
under a microscope and magnify it so that all of us 
will know just how the animal looks, what his real name 


| is and just how he works. 


| 
| 
| 
| 
| 








The Clock Strikes 12 


By GEORGE M. EVENSON 


12. 
True—it does so every midnight of the 365 
days of the year—but— 

There is something more than the ordinary about the 
midnight hour of Dec. 31. 

There is something more than just the coming of 
another day. 

There is born to you at this hour, a new year—full 
of opportunities. 

A New Year, in which you are going to be given new 
opportunities. 

If last year did not suit you—you can make the new 
year what you will. 

1930 gives you another chance. 

1930 lets you try again. 

Were you discouraged, once in a while, in 1929? 

The bell strikes—the whistle blows—up and at ’em 
again. 

The world needs you—needs your work—needs your 
brains—needs your brawn. 

But, 1930 wants no quitters. 

1929 is gone: So are our hopes and ambitions that we 
gave birth to on Jan. 1, 1929. What do we care about 
1929? 

About as much as a small boy values a busted balloon. 

Every element is in our favor—wind—weather—sun- 
shine—rain. 

Let’s all join hands and go and meet the new year with 
a confident smile. 

If we stick together we can meet 1930, unafraid. 


| i VERY year on Dec. 31, midnight, the clock strikes 
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22 Types of Poor Credit Risks 


According to the Retail’ Merchants Association of 
Colorado, the following twenty-two types of customers 
are considered poor credit risks: 

An individual laborer who has only 100 days’ work | 
a year. 

A professional man without an income, depending on | 
chance business. 

A man who appeals for credit who has always paid 
cash. 

A person who does not respect the property rights 
of others. 

A person who takes no care for tomorrow. 

A person who cannot hold a job or position on account 
of watching the clock. 

Character credits, without job or position. 





Charity credits. 
Married people living beyond their means. | 
People trotting in the Codfish Aristocracy class. 

The shiftless young man without a bank account. 

A man who asks credit on his supposed Christianity. 

Advancing credit after broken promises. 

A swelled head when asked for reference. 

A professional dignity man, who tries to use dignity 
as an asset when asked to pay, or for references. 

Credit to minors without a written order. 

Credit to irresponsible heads of household who are 
feeding working sons and daughters who do not pay for 
their food. 

People who hold out on food money to pay on install- 
ments. 

People who are loaded down with installment goods. 

A love nest on credit is not a love nest; it’s a hell of 
a nest. 

A man who is not willing to tell you of his financial 
condition and his ability to pay, giving you a chance to 
prove his statement. 

A man who will ask credit charity from the grocer 
before asking the proper authorities. He could pay the 
proper authorities the same as he could the grocer. 


A.L.@ET. 


ASSORTMENT OF 


Famous Ashaway rgcl 
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Ashaway Line Display Container 

This new display container is a product of Ashaway Line & 
Twine Mfg. Co., Ashaway, R. I. It was designed to stimulate 
the sale of fishing line. 

This container is rich in color, well illustrated, of a handy 
size and shape. Lines in both coils and spools can be displayed, 
both on the shelf and on the front. Provision is made for fast- 
ening coils on the front. The display container is 18 in. wide, 4% 





in. deep and has an all-over height of 11 in. 











PORTER'S 


Nut Splitters Bolt Clippers 
Chain Cutters Shear Cutters 


On battered bolts and nuts there is 
no need for one man holding the bolt 
head while another tries loosening 
the nut! It is wasting time, labor and 
money! 

Get out the Porter Nut Splitter, 
place the rugged cutting jaws on the 
nut and squeeze the handles. Off 
comes the nut in a jiffy and the bolt 
isn’t harmed. 

On body, chassis or fender bolts 
and tie rods, too stubborn to remov >, 
use a Porter Bolt Clipper. A fev 
seconds do the trick. 

Don’t saw or chisel chain, use a 
Porter Chain Cutter. Easy! Quick! 


Write for illusti ated folder, or see 
Porter Tools at your jobbers. 








Hi, K: PORTER, INC., £42°2* 





Porter’s Tools are 
portable, durable 
and rugged. The 
larger models clip 
bolts up to 34” 
and soft rods up 
to 54”, split nuts 
of 3%” bolts and 
cut case hardened 
chain up to 4” 
diameter. Also 
Shear Cutters for 
flat stock and 
wire rope. 





—— Jy 
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EISER’S 


Made by 


Keiser Mfg. Co. 


Twigs and branches 
peo — a % General Distributors 
easily wit he E Wiebusch & Hilger 


er’s Shears. Serra- 
ted edge prevents 
slipping. Handles 
never come loose. 
Show your custom- 
ers these points. 
Get your order in 
at once for early 
delivery. 


L 


Reading, Pa. 


Limited 


106-110 
Lafayette 
Street 
New York 
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Rubber 
Headed Nails 


are used as bumpers on pianos, closet seats, and 
to receive the thrusts of drawers, also to prevent 
noise and marring to such as they are attached. 


Stem Tips, made in thirteen sizes, especially 
designed for chair legs and prevent the scratching 
of floors. Absolutely noiseless. 


We make a large variety of rubber specialties. 
Send for catalog and prices. 


ELASTIC TIP CO. 


370 Atlantic Avenue, Boston, Mass. 


Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 

Department Stores ae fee and housefurnishings. 

Manufacturers’ Agents in ., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work and 
also a helpful guide for salesmen’s calls. Every manufac- 
turer's sales manager should have one on his desk, and every 
salesman could profitably carry a copy in his grip. Since 
the previous issue was published there have been more than 
10,000 additions and corrections, and these all appear in the 
Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 











For A Prosperous 
New Year= 
















A 
» _ Popular 
, $1.50 
is Seller 
FREE! |- 
An attractive = 
counter display ~ 
carton supplied 


free with every 
¥% doz. order. 


# 

STOCK this fine quality, bell face hammer. 
Place it on your counter. Let your cus- 
tomers hold it in their hands, feel its perfect 
balance, observe its excellent finish and sound hickory 
handle—let them do just this, and sales will be made 
without further effort on your part! 

{ Evansville Hammers, Edge Tools, and Auto sr brdvare J 


Tools, are popular among expert tool users. Any hardware 
jobber can supply you, or write direct. 








EVANSVILLE 


TOOL WORKS. Inc. 


Titeir tire eo 





Evansville 





FANS— 


MILLIONS OF THEM 


Golf fans—base ball fans—boxing fans—we’re 
a nation of fans. Twelve months a year— 
every day in each week—vwe’re interested in 
sports, and twelve months a year we create a 
demand for SPORTING GOODS. 


We take our sports rather seriously, and we 
must be well equipped. We're constantly on 
the lookout for better equipment. 


We look in the hardware merchant’s windows, 
and if he has something to show us we're keen- 
ly interested. 


In the regular sporting 
goods issues of Hardware 
Age — published every 
second issue of the 
month—you will find 
practical ideas and sug- 
gestions for this profita- 
ble department of your 
store. 


Hardware Age 
239 W. 39th St. 
New York City 
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RIM DEAD LOCK 


More Secure than a Night Latch 











W HERE security beyond that pro- 

vided by a Night Latch is wanted, 
recommend the Eagle No. 3537 Rim 
Dead Lock to your customers. 


The lock has Pin-Tumbler 
mechanism, which provides 
the greatest safety against 
wrongful entry. 

The Case and Strike are of 
heavy steel, thus insuring 
against breakage. They are 
handsomely finished in 
Black Japan. 

The laminated brass bolt is 
unusually strong and has a 
throw of three-quarters of an 
inch. 

The small case (4x24 inches) 
makes the lock inconspicuous 
when on the door, but has 
all the strength and security 
of larger locks. 


List Price, $26.40 per dozen. 


EAGLE LOCK CO. 


GENERAL SALES OFFICE 


26 WARREN ST., 
REG. INU. S. PAT. oFF. NEW YORK 


Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 





The EAGLE 
Quality Line 
Night Latches 
Trunk Locks 
Front Door Sets 
Cabinet Locks 
Store Door Sets 
Padlocks 

Wood Screws 
Stove Bolts 











REG. IN U. S, PAT. OFF. 











No. 3537___ 


























DIETZ NO2 D- “LITE 


(COLD BLAST) 


SHORT GLOBE LANTERN OF 
HIGHEST LIGHTING POWER 


HEN you hand a customer 

a Dietz No. 2 D-Lite Lan- 

tern you are selling sure sat- 
isfaction and service—also high- 
est lighting power obtainable from 
kerosene hand lanterns. 


Dietz No. 2 D-Lite is a leading 
light in the lantern stocks of most 
hardware merchants. 


R. E. DIETZ COMPANY 
NEW YORK 
Largest Makers of Lanterns in the World— 


Founded 1840. Output Distributed Through 
the Jobbing Trade Only. 





DIETZ ° 


. LANTERNS 4 
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LTLESS 





Vivot Bearing 


FAULTLESS CASTER COMPANY 


EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 





66 
Buymanship” is 


as important as salesmanship 


Today the stores that make money are those whose 
“purchasing agents” buy only products that sell 
readily and steadtly—3-in-One for instance. It is asked 
for by name or accepted without question because it 
is well and favorably known; satisfies unfailingly 
because of its high quality; repeats quickly because 
of its many uses. 

3-in-One is a staple seller with a specialty profit. 
It pays. 


€ 
| WM-UNe 
Made Since 1894 
| THREE-IN-ONE OIL CO., 130 William St., New York, N. Y. 


NR216 





THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 














General Concrete Carts 
Have eleven 
specific and 
distinct 
advan- 
tages and 
every one a 
selling argu- 
Write 
for literature. 








ment. 



















Good 
All 
Through 


Every B. & 
C. Adjusta- 
ble“S” Wrench 
is a quality tool 
through _ and 
through. Sell them with confi- 
dence. Handled by Leading Job- 
bers. 


BEMIS & CALL CO. 


Springfield Mass. 











SINCE 
Pliers, 


Tackles, ih % j 


i Est. 18 tha 
Climbers, AN ES, 183) Zl 
| 


SafetyStraps, Tool Bags, 
Lag Wrenches, Sleeve 
Twisters, Wire Grips, 


Tree Trimmers, Belts 


Mathias 








1857 


KLEIN Chicago, JI].USA. 











& Sons 
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Ss ie 
Just Tacks and Small Nails 


After purchasing small items such 
as tacks and small nails, folks are 
inclined to forget where they got 
them. 


But the full weight, good quality 
of Atlas tacks, always impresses 
them favorably. 





And to help them remember where 
they got 


ATLAS 


Tacks and Small Nails 


we print this reminder on every 
package—“When you get a good 
thing, remember where you got it.” 


It helps, at least customers always 
remember the quality of Atlas 
tacks, as well as the store where 
they bought them. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


[eee eee 


a WRENCH SET 
and HOLDER 
wilh 


FxXTRAORDINARY 
—y SALES APPEAL 


Sq FS SS SA SA St 
== SS SA SS St SS SH 



























Fairmount No. 555 
Wrench Set with Holder 


Order by Number from Your Jobber 


From a sales standpoint a wrench set is no better 
than its holder, for the holder in most cases is the 
thing which makes the sale. 

The new Fairmount No. 555 Wrench Set is incased 
in the most attractive and handiest holder yet devised. 
It appeals instantly to those who see it displayed be- 
cause it is readily recognized as possessing out-of-the- 
ordinary utility. 

Order a stock now and see for yourself how this 
unique package will increase your wrench sales and 


profits. 
\itne J 
‘AIRIVOUN 
TOOL EF 


IF fo) (C1), (emorey 


lOO! QUINCY AVE CLEVELAND, OHIO 





T 
Al 


GIVE SERVICE AND SATISFACTION 

















KEY BLANKS 


This Company has long been known as the leading manu- 
facturer of key blanks and key machines. Completeness of 
the line —quality of the product and quick service from 
reasons why the ILEO 
accepted as the 


key blank. . 


our branch offices are. 








is everywhere. 


standard 


teteeeg 
eentee 







INDEPENDENT LOCK CO. 
FACTORY AND GENERAL OFFICES AT 
FITCHBURG - - MASS. U.S A. 


















The 
Absent-Minded CONSUMER 






E comes into your 
store every day. 
There are a dozen 
things which he actually 
needs besides the article 
for which he enters your 
store. Are you taking advantage 
sibility, as the chain stores do, through a comprehensive display? 
Or does your customer walk out, unreminded of the things he 
needs? Modern merchandising demands display. That’s why 
Heller equipped and Heller renovated stores throughout the 
country are doubling their former business. Write for the Heller 
story—no obligation. Just pin this ad to your letterhead and 
mail—that’s all that’s necessary. 

Business 


tm HELLER 


W. C. HELLER & Co., 700 BRYANT ST. 
Montpelier, Ohio 


New York Office: 20 Vesey St., Suite 500. 


of this potential sales pos- 


Store 
Equipment 


H-A 
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| Metal \f . 


X 
WindowScreens 
IN COLORS 


Distributors and Dealers 
write for Sample and Prices 
Enlarged section shows the 
double locking feature of this 
all-metal window screen. 





















A continuous steel rod and electro welded frame 
make the APEX Screen rigid and durable. 
APEX Screens are furnished in six sizes, with 

Black, Galvanized or Bronze Wire Cloth. 
Frames in Baked Enamel Colors. 
Made by 


S. & AsMetal Products,Go., Inc. 
421-427 Oneida St. SS SYRACUSE, N.Y. 











The Most Complete Line 
on the Market 





REZNOR MANUFACTURING CO., MERCER, PA. 























TOM THUMB 


JUNIOR MODEL HACK SAW FRAME 





TOM THUMB 


No Maker 3 







The Tom Thumb is the smallest Forsberg number. It is the 
junior saw in the large and complete assortment of Forsberg 
frames 

The Tom Thumb is sold complete with the No. 270 milled, filed, 
set and hardened Whale Brand blade inserted, packed in individual 
envelopes, representing the foremost value in hand saws. 

JOBBERS AND DEALERS—ASK FOR OUR 1930 SALES 
PROGRAM 


THE FORSBERG MANUFACTURING COMPANY 
BRIDGEPORT “Hack Saw Specialists” CONN. 





Where Speed Means mo 


The Segal Key Cutter cuts all makes of 
flat, cylinder, or paracentric keys AC- 
CURATEL LY, at the rate of a key a 
minute. That’s why the 


Segal Key Cutter 


pays for itself in a few 
months. So sim- 
ple anyone 
can operate 
it. Used 
successfully 
by hundreds 
of hardware 
dealers. Made by— 


Segal Lock & Hardware Co., Inc. 
12 Warren St., New York City 
Makers of jimmy-proof lecks, latches end padlocks 





Write for 


Literature. 














A STEADY SELLER 


STEEL, NICKEL PACKED 
PLATED OR 1 GROSS 
BRASS PLATED IN A BOX 





Shelf Support, Se. 1434, Full Size 
MILLIONS USED—GET YOUR SHARE 
Low Priced, Prompt Shipment—How many, Please? 


THE BRAINERD MFG. CO. 
EAST ROCHESTER, N. Y. 


A Good, Low Priced Bottle Capper 
For General Home Use. 


“REX” Junior meets all requirements. 
Gives real satisfaction. Caps bottles 
perfectly. 


Strongly made. Ample leverage. No 
screws. No springs. Requires no ad- 
justments. 


Great favorite in many homes. Priced 
LOW to move quickly. 


Send for Folder and Trade-prices. 


The REXHOUSE Mfg. Co., Inc. omexe 
105 Cottage St., Poughkeepsie, N. Y. Junior 























SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


Yate) 5 a OO) .9 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord’”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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Allith 


ROLLING LADDERS 


like Allith hangers—are always 
on the track. They speed up sales 
by reducing the time needed for 
each sale. They are attractive, 
durable, roll quietly and run free- 
ly. Your post card will bring 
prices and information by first 
mail. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 








PAINE 
SPRING WING TOGGLES 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing 
Jobbers of the country. 
Samples and prices on re- 
quest. 





2951 Carroll Ave., Chicago, III. 


The Paine Company 79 Barclay St., New York, N. Y. 











ARMSTRONG BROS. 


Improved Chain Pipe Vise 


Light, Strong—Fits in tool bag, attaches anywhere. 
One piece (patented) drop forged jaws give full 
support, prevent bending smallest pipe. Base and 
handle are drop forged, Screw of Alloy Steel, 
Chain—proof tested. 


Assures Satisfaction 


This Mark 
Armstrong Bros. Hinged Vises are of improved 
design and superior workmanship. Automatic 
locking, quick action, great strength, conve- 
nient weight. Jaws of hardened tool steel— 
Hooks Drop Forged. 
Write for Free Catalog B-27 Today 

ARMSTRONG BROS. TOOL CO. 
314 No. Francisco Ave. Chicago, U.S.A. 














The Carton Sells the Handle 





“Seeing is Buying” when you display American King 
Handles in the new transparent display envelope. 

No better handles—finest quality, hand shaven selected 
hickory, air-dried, Axe, Hatchet and Hammer Handles 
all sell faster packed this way. 

Write for prices 
AMERICAN HANDLE COMPANY 


Jonesboro, Arkansas 








- 





WHEELBARROWS 


Bull Frog No. 64 for mortar and concrete—a distin- 
guished member of a distinguished family. Ease of 
handling, due to perfect balance, and sturdy construc- 
tion, make this barrow much favored for contractors’ 
use. A catalog that describes the complete Bull Frog 
line of barrows, carts and scrapers will be mailed to 
you if you write for it. 









The Toledo Wheelbarrow Co. 
Toledo, Ohio 
Branch Office and Warehouse 


Chicago 
69 E. Wacker Drive 






Tr 


/'SOLDERAL 


REAL METAL Solder 
in Paste Form— 23 
Packed in 

Collapsible 


Greatest Soldering Convenience 

Ever Invented. 

Every Electrical Connection 
orIntricate Job Needs ~ 

SOLDERALL. 


* THE SOLDERALL CO.,Newark, N. J. 











YOU CAN SELL THESE 
easily, quickly and at a good profit! Every father and 
mother is looking for these nursery specialties. The price 
is right, they are beautifully made, and they fill an actual 
















need that must be satisfied. 

No. 25 is a Metal 
Porch Gate that fits 
any opening. No. 40 
is a folding stroller, 
easily carried any- 
where. Ivory enam- 
eled steel frame, rub- 
ber tired wheels, wood 
geat. Prompt ship- 
ments. 

Write for complete 

illustrated catalog. 


Perfection Mfg. 
Company 


2745 N. Leffingwell Ave. 
St. Louis, Mo. 


STROLLERTE 


PRODUCTS 





PORCH GATE pockA Bye 














RS Crinen 


’ 


@)° ‘V0)0 * 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—to 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to Insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips. rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


MEF E.MYERS & BRO.CcO. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 
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Classified Opportunities 


Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 




















Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements 
Opporwnity Exchange Section i is “a Soieurkeesire $5.00 50% off rates quoted 
ie GUE sore ess sseesss 4.00 Address your advertisements and replies te 
Set Solid, Mini case eee Hardware Age, Classified Oppor- 
Zach eae 9g Rag eae: we “ss Di t Claiiied Ad soa tunities, 230" Wes t Soth St., New 
All Capitals, Minimum of 5 lines.. 4.00 a ee . sapien — >. 
Zech additional line............ 40 4 insertions, 10% off; 8 insertions, 15% Hagpware Acs is published each Thursday 
Average 10 words to a line off Forms close Nine Days previous to date ef 
Allow One Line for Keyed Address Remittance Must Accompany Order publication. 








Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should rot 
be addressed to box numbers 











BUSINESS OPPORTUNITIES | POSITIONS WANTED 





WANTED—tThree sections of “Warrens” nail basis or counter with BUILDERS HARDWARE MAN with 15 years’ experience handling 
drop out nail bins. Advise--Campbell Lumber Company, San Antonio, | Builders and Contractors Supplies, desires connection with concern doing 
Texas. business in or near Greater oar York. Can estimate and schedule hard- 


ware from plans and follow spectlications. Can assume responsibility of 
| complete Hardware Store. Excellent references. Address Box I-640, care 


POSITIONS WANTED of Harpware Ace, New York City. 


SALESMAN following hardware and housefurnishing stores in Brook- 











lyn and Manhattan, desires connection with reputable manufacturer or 








jobber. Address Box 1-651, care of Harpware AcE, New York City. 


HELP SPECIALISTS | SALES ACCOUNTS WANTED 


FOR THE HARDWARE INDUSTRY IN NEW YORK 














STATE 
MANUFACTURERS REPRESENTATIVE 
BA AP ORAL SEEKS ADDITIONAL LINE FOR NEW YORK 
A substantial reputation. Sixteen years contact leading hardware, 
BEVERY APPLICANT INVESTIGATED AND GUARANTEED housefurnishing, and paint jobbers. New York State, New Jersey, 


Philadelphia, Baltimore, Washington, D. C. Address— 


FOR TEN TIMES THE WEEKLY SALARY INVOLVED 
Edward Weingarten, 100 Amsterdam Avenue, New York City. 











ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 





SELLING ORGANIZATION, backed by fifteen years successful ex- 
perience, offers Hardware, Electrical and Sporting Goods Manufacturers 
intelligent aggressive sales service Pacific Coast territory. Offices in San 





Francisco and Los Angeles, three salesmen. Commission basis. Address 





Box 1-637, care of Harpware AGE, New York City. 








MANUFACTURERS’ REPRESENTATIVE—Illinois, Wisconsin, Indi- 

AVAILABLE ana, desires to make connection with factory line selling through retail 
hardware, department. stores, wholesale jobbers. Thoroughly acquainted 

Capable man with 9 years’ general hardware and paint experience with trade and can gy satisfactory references. Address Box 1-652, 

in management and sales, wishes to associate himself with Manu- care of Harpware Ace, New York City. 

facturer or Jobber on salary or commission basis; prefer southwestern | 

Pennsylvania or northwestern Maryland territory, but will consider 

other territory; Protestant; age 35; married; can furnish reference NT W 

and bond if required. Address Box I-647, care of HARD- SALES REPRESE ATIVES ANTED 

WARE AGE, New York. 




















ROPE SALESMEN WANTED in all territories—100 per cent pure 
Manila rope 17c. lb. basis. Fast selling side line, five per cent commis- 

















YOUNG MAN, college educated, twelve years inside retail house- | sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
furnishing, hardware and paint experience as managing clerk, capable of (Foot of Wall St., and East River). 
conducting business correspondence. Acquainted with builders’ hardware, 
technicalities of paint application, and preparation of surfaces. Seeks per- SALES REPRESENTATIVE wanted to sell TAP-IT Chipless Ice 
manent connection, any capacity, with New York Jobber or Wholesaler. Picks to Viiclesale Hardware and Drug Jobbers in Central and Southern 
Address Box I.-654, care of HarpwAre Ace, New York City. States. Commission basis. Address A. L. LANE, 53 Beach Street, New 

| York City. 

YOUNG MAN, 27 years old, desires to represent. manufacturers of 
hardware, housefurnishings, or tool specialties to the Jobhing and Chain | COMMISSION SALESMEN IN EACH STATE for manufacturer of 
Store Trade, Metropolitan District. At present employed. Commission | hand tools and hardware specialties. Advise territory covered and houses 
Basis. Address Box 1-653, care of HARDWARE AcE, New York City. | represented. Address Box H-638, care of Harpware Acz, New York City. 








WHERE BUYERS and SELLERS MEET 


HEN you are in the market to buy or sell a store, to secure help Hardware Age is the 

or a position, or to secure sales representatives or a sales account authoritative national 

look over the offerings in the Opportunity Exchange section of co gat ny 
Hardware Age. If you don’t see just what you want, ask for it as jobbers in all sections 
there is always some one who will be interested in your proposition. of the country. 


Rates on Request. 
HARDWARE AGE Opportunity 239 W. 39th Street, New York 


ange Dept. 
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Hardware Age, 239 West 39th St., New York 


“‘Classified Opportunities Section’’ 
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INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





A 


Acme Shear Co........- 
Addison-Leslie Co. 
Aero Model Co........- 
Alabastine Co. 
Alexander Hamilton Inst 
Allegro Co., The.......- 
Allen, L. B., Co., Inc... 
Alliance Mfg. Co......-- 
Allith-Prouty Co. 
Almo Trading & Imp. Co 
Altorfer Bros. Co......- 


American Chain Co........-.++ 44 


American Flyer Co...... 
American Fork & Hoe C 
American Gas Machine C 


American Handle Co.........-- 1 


American National Co... 
American Nut & Bolt 
TR Scie eh anda ae ae 


American Ring Co...... 


itute... 


O.sseoe 


Oreeeee 


Fastener 


American Saw & Mfg. Co...... 


American Screw Co..... 


American Sheet & Tin Plate Co. 


American Stainless Steel 


> 


American Steel & Wire Co...... 
American Swiss File & Tool Co. 
American Telephone & Telegraph 


iG; kaGadieweswnecsens 
American Weekly 
Ames Shovel & Tool Co. 
Anti-Borax Compound Co 
Arcade Mfg. Co........ 


33 


Armstrong Bros. Tool Co....... 105 
Armstrong Electric & Mfg. Corp. 


Armstrong Mfg. Co..... 


Associated Factory Distributors. . 


Atkins & Co., E. C...... 
Atlas Ansonia Co....... 
Atlas Tack Corp........ 
Atomister Corp. 


Babcock Co., The W. W 
Baeder-Adamson Co. ... 
Bakelite Corp. 
Baker, Geo., & Son..... 
Baker-McMillen 
Banks Steel Post Co.... 
Barney & Berry, Inc.... 
Bassick Co. 
ee CR S055 es cees 
Beckley Ralston Co..... 
Beisser Key Machine Co 
Bemis & Call Co....... 
Bernz Co., Inc., Otto.... 
Bethlehem Steel Co..... 
Birtman Electric Co..... 


Bissell Carpet Sweeper Co...... 


es 6 
Blaisdell Pencil Co..... 


93 
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Bommer Spring Hinge......... - | NO EOS: ob SS peas cvum ees _ 
omer Go. TW. bccics cccnsess na SOME MOO: bi vs xiss's casaesnosee — 
Boston Woven Hose & Rubber Diamond Calk & Horseshoe Co.. — 
CO. eee cece eeeeeeeeeeeeees Dickson Weatheproof Nail Co... — 
Boucher Mfg. Co., H. E........ amy Co ae i ea ae a 01 
Brach Mfg. Co., L. S......... 105 | Display Material Co............ — 
Braigerd Bile, Cos. ccciies esses 104 | Disston & Sons, Inc., Henry.... — 
nee, DAME: ccucedcescaes — | Dixon Crucible Co., Joseph..... oats 
Bridgeport Chain & Mfg. Co.... — | Domes of Silence, Inc.......... 10 
Bridgeport Hardware Mfg. Co.. — | Dorfan Co., The.........seeeee _ 
Bridgeport Screw Co........... 110 | Drybak Corp. ......ccccececece x 
Brown & Sharpe Mfg. Co...... 10 | Duluth Show Case Co.......... cease 
DEM NO: nsec seunsosens> —1Du Pont de Nemours & Co. 
Buffalo Wire Works Co., Inc... — at Se ears try eee ee — 
Burnley Battery & Mfg. Co.... — | Durable Toy & Novelty Co...... 33 
Cc E 
Carborundum Co. ......0c00s0% Te: SOE MOO cs san dbecewecae 01 
Ries BEE, Gosccccccescvcece — | Eagle-Picher Lead Co.......... oo 
Chain Products: Co; .........65. RNRPTSR NOUN NSO iss ans can cee x _ 
Champion De Arment Tool Co.. — | Eastern Tool & Mfg. Co....... -- 
Chase Brass & Copper Co...... nS i SEP BOD. c cee es bs eos eee — 
Cee nb, Sis i a6 von ovis oa oe —- | Eclipse Machine Co............ 5 
Chevrolet Motor Co............ — | Edison Elec. Appliance Co...... —- 
Chicago Roller Skate Co....... ; BS NNN TODS ais ipso bv sw aece'e _- 
Chicago Spring Hinge Co...... at a tt re 00 
Chipman Chem. Eng. Co........ — | Electric Cutlery Co............ — 
oe ae) a: es — 1] Eoterprise Mfg. Co. ......6600 32 
TE ES A aes pee 37-38 | Estwing Mfg. Co.............. — 
og © ee ee Evansville Tool Works......... 100 
Clay Equipment Corp.......... 16 7 Eweredy Go., Thescs..scs. sees 81 
Clemson: Bret., IR656<6issccce _— 
Cleveland Quarries Co.......... —_ 
Cleveland Twist Drill Co....... _ F 
Cleveland Wire Spring Co...... OP aE IOS Sh ischcieka cee sions — 
Clover Mfg. Co.......++-++-+- ~~ | Fairmount Tool and Forging Co..103 
Coldwell Lawn Mower Co...... — | Farrand, Inc., Hiram A........ 97 
Coleman Lamp & Stove Co...... — | Fate-Root-Heath Co. .......... -_— 
Columbian Rope Co............ — | Faultless Gaster Co.......... +0102 
Columbian Vise & Mfg. Co..... —] Favorite Stove & Range Co..... - 
Conestoga Corp. .....+..+++++» 33] Pederal Washboard Co., The... — 
Congoleum Nairn, Inc.......... — | Fitzgerald Mfg. Co............ =, 
Consolidated Electric Lamp Co.. — Fletcher-Terry Co. .........e. _ 
Continental Screen Co.......... — | Flexible Steel Lacing Co........ ~_ 
Continental Steel Corp......... — | Forsberg Mfg. Co.........eeee 04 
Cook Company, H. C........... To OME ERE, AG. ss dis'dc's o's wiews — 
Cook’s Sons, Inc., Adam....... BSUS GSOs. oie's cinch ccseecaus -= 
Corbin Cabinet Lock Co........ — | French Battery Co............- im 
CUE Ee WE snes ehesneuducae — 
Corbin Screw Corp... ....2.2.+ 102 
Corning Glass Works.......... —- G 
Cortland Grinding Wheels Corp.. — a ee at 
Crescent aed Micsaacdsskanes a. Ghsel Sheides Co........ ds 
Cronk & Carrier Mfg. Co....... ~ | General Wheelbarrow Co....... 02 
Crown —_ aiectuaadiemaeddah baal ~~ | Getz Power Washer Co........ _ 
Cyatowe Pence Co....+.+20++002 nad Gilbert & Bennett Mfg. Co..... a 
Gilbert Clock Co., Wm. L...... 95 
D Gillette Safety Razor Co....... — 
Globe Stove & Range Co....... —- 
a Ee ere 28 Gold Medal Folding Furniture 
Dazey Churn & Mfg. Co...... _— Reh) UbGhusaacbecsnadene cance 32 
De Laval Separator Co......... — | Good Housekeeping ............ 39 
ge 6 a eee er err — | Goodell-Pratt Co. ...cccesscscse 98 





Goodrich Rubber Co., B. F., The — 
Grand Rapids Hardware Co..... — 
Greene Tweed Corp. of N. J.... — 
Greenfield Tap & Die Corp..... —_ 
Greenlee Tool Go. oisissis cece me 
Aeteeen) DO. COs isk ob ews eeee nas 93 


Re Bee Moi os beak Sec — 
Hanlon & Goodman Co......... _ 
Manson Scale Co. 2.506 5005 600% —_ 
Harrington Cutlery Co........ _— 
Harrington-Richardson Arms Co. — 
eaetier ae M50. We Mes ion oa v8 103 
elenckela, Tne, J. A. scsccscacs — 
Hercules Powder Co........... — 
Herschel Mfg. Co., R.......... 24 
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Chick Feeder Automatic Poultry Fountain 


—MOE’S LINE— 


A Big up-to-date line of Poultry Supplies. 

The market standard for quality and complete- 
ness. 

Everything for Chicks and Chickens :—feeders, 
drinking fountains, brooders, incubators, etc. All 
made right and sell readily—No shelf warmers! 
Thousands of Hardware dealers are selling 
‘Moe’s Line” with profit and satisfaction. 

Make “Moe’s Line”’—your line. It’s a fine line 
to handle. Write for New Catalog and Prices. 


(oEFT & COMPANY 


2305 Davis St. North Chicago, IIl. 








Rivets 


BRIDGEPORT. CONN. 


WOOD SCREWS 


Roofing Nails 








Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 


Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 


Milton Pray Co., San Francisco, Los Angeles, Seattle 


G. M. Baird & Co., Memphis, Tenn. 

















REFILLS IF you are one of 
“\Di9Assor- the fortunate dealers 


31) Sl ‘ + 

= ams) peers! who have a DOMES 
LENCE | Mena ae of SILENCE Dis- 

GA Ss! %".89 play Cabinet, keep it 


pe, <3 per gross 


Sie R i et «ON your counter 
Be GNSS é working for you. It 
ay =* ae 
pays good dividends 
on the small space it 
occupies. 


DOMES of SILENCE 


If your Jobber ; 
cannot supply 
you—write 
us direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt 
Slides, etc. 








DOMES of SILENCE, Inc. 
21 Pearl St., New York City 











The netting 
with the Roos- 
ter label—Supe- 
rior Brand—is 
always a qual- 
ity product. 
Straight selvage. 
Evenly woven 
mesh. Bright 
heavy galvaniz- 
ing. 

Superior Brand 
costs no more. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 





























UST ten months ago the Millers Falls Line of 
Planes was introduced to the world—untried 
and unknown—but with a background of 61 years 
of fine tool making experience. In these 10 short 
months the line has made good, has been ap- 
proved the country over by men who know tools. 


Sales for 1930 will gather momentum as more and 
more plane users learn of the improved features 
built into Millers Falls Planes—advantages that 
all your customers will want: improved cutting 
edge that needs less sharpening and recondition- 
ing, three-point bearing of the lever cap that 
eliminates chattering and skipping, the extra 
thickness and width of the lever cap itself that 
does away with breakage and a balance and work- 
manship that will sign up every plane user on 


Millers Falls for life. 





CABLE ADDRESS 
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MILLERS FALLS 





The ready saleability of Millers Falls planes is 
due first of all to the genuine merit of these planes 
as fine tools. Experienced carpenters and cabinet 
makers who try them soon become enthusiastic. 
Second, the story of Millers Falls planes and the 
improvements in design which mark them is being 
told month by month to over one million tool 
users—the readers of Popular Science Monthly, 
Popular Mechanics and The Carpenter. Plane 
users will want to see these new planes. Sell them 


from your own stock. Keep their patronage. 


Bench planes in sizes from 7 to 24 inches and 21 
models of block planes constitute a complete line 
which is ready for your trade. Catalog No. 40 
contains complete details. Millers Falls Com- 
pany, Millers Falls, Mass. New York: 28 Warren 
St. Chicago: 9 So. Clinton St. 






MILLERFALL NEW YORK 
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A Definite Dealer P« icy 
that answers a question 


thousands of merchants are asking 
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The merchants who owns his own 
business, either wholly or in part, 
deserves the whole-~hearted support 
of every fair minded manufacturer. 


ship should be rewarded ee ee 


KS. Welleneces 


President 


Pittsburgh Steel Company 


e 

¢ 

* 

id 

e 

- 4 
His initiative, loyalty and_leader-~ . 
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* 

~ 

7 
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‘ 
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We are committed to a definite policy of 
selling only through the regular channels 
of distribution. Pittsburgh Fencesare never 
permitted, even indirectly, to get into chan- 
nels that will bring unfair competition. 


Pittsburgh Fences 
| Zoe lex Co) 

















Pittsburgh Chicago San Francisco Detroit 
New York Dallas Memphis 
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